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Rough Proofs 


An advertising man writes in to 
protest indignantly against the com- 
mercialism of Father’s Day. Evident- 
ly he didn’t like the pattern of the 
neckties they gave him. 
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The editor of an advertising club 
paper uses two columns to prove that 
an advertising club ought to have 
talks about advertising. But in that 
case where would all the famous eco- 
nomists do their economizing? 
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The club editor views with alarm 
the tendency to make advertising 
clubs over into combination Rotary- 
Exchange - Kiwanis- Friday Morning 
clubs. The only hope is that the 
combination will produce bigger and 
better luncheon menus. 
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Dog poisoners are the special ob- 
ject of attack in the advertising of 
Calo dog and cat food. It’s bad 
enough to kill somebody’s pet, but 
when you try to wreck a market, it’s 
an outrage. 

 — we, 


Many correspondents have written 
in to inquire the meaning of that 
ADVERTISING AGE reference to floating 
power and floating Ivory “sharing 
the same bunk.” Either way you 
take it, it’s good. 
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The return of wheeling to popular-’ 


ity is another boost for the theory of 
the business cycle. 
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The real reason why bicycling has 
come back so fast is that the gals 
discovered how cute they look in 
shorts, 
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Some of the girls look cute riding 
bicycles in shorts, and the rest of 
them hope they do. 
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Advertising agencies are resigning, 
relinquishing and otherwise dispos- 
ing of accounts. Is a new era in the 
agency business at hand? 

vee, 


In the old days an advertising 
agency which lost an account said 
nothing at all, but in these frank 
days it nonchalantly beats the adver- 
tiser to the punch. 
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“Four Fans in Every Home, G-E 
Objective.” 

This shows the difference between 
the new deal and the Hoover pro- 
gram of two cars in every garage. 
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The clinic on advertising at the 
A. F,. A. convention in New York 
showed that the patient is not only 
not sick, but is positively bursting 
with health and vitamins. 
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L. E. Firth suggests that the ex- 
perience of the able advertising man 
may be a better guide to good copy 
than testing formulas. Maybe adver- 
tising is a profession, after all. 
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Walter Painter told Chicago busi- 
ness publishers that they ought to 
advertise more. Rough Proofs pre- 
dicts that Walter’s talk will get 
plenty of publicity in the advertis- 
ing press. 
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According to the candid camera of 

ADVERTISING AGE, Mayor 


LaGuardia 
has a double chin. 


Can't Tammany 


give him a good work-out any more? 
: Cory Cups. 
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BRUCE BARTON 
GIVES SUCCESS 
HINTS TO YOUTH 


Speaks Frankly to 2,500 
College Graduates 


Newark, N. J., June 28.—While 
turning the practice of advertising 
inside out and holding it up for the 
inspection of 2,500 new college grad- 
uates at the choosing-a-career confer- 
ence, sponsored by L. Bamberger & 
Co., Bruce Barton, chairman of the 
board, Batten, Barton, Durstine & Os- 
born, Inc., New York, rekindled the 
enthusiasm of advertising men for 
their profession with his calmly logi- 
cal but inspiring conception of adver- 
tising’s possibilities. 

Displaying rare objectivism, Mr. 
Barton left his young audience with 
the conviction that his picture of ad- 
vertising, appealing though it ap- 
peared, was painted in true colors 
and included all negative elements. 

He was frank to say that advertis- 
ing is in some danger of being de- 
stroyed by the state, though he ap- 
peared more concerned when ac- 
knowledging that advertising is more 
likely, to destroy itself. 

“The social revolution now in pro- 
gress might reach a point where in- 
dustry is so regimented, quotaed and 
controlled that there would be very 
little advertising, as in Italy, Austria 
and Germany, or none, as in Russia,” 
said Mr. Barton. 


Always Needed 


“But advertising, essentially, is the 
art of persuading people to action. 
There always will be a field for the 
exercise of this art. 

“Lord Northcliffe, in his biography, 
remarks that he did not share his 
brothers’ fears that their money 
would be taken from them by com- 
munism. 

“He assumed that under any kind 
of social set-up there would be a de- 
mand for news, and he flattered him- 
self that he knew more about the 
gathering and merchandising of news 
than any man in England. Those who 
know how to use the pen or the 
brush or the voice in a way to in- 
spire action will find employment un- 
der any social order. 

“Thousands of intelligent men and 
women still believe in advertising 
but don’t believe in advertisements. 
Certain forms of advertising have 
first surprised, then shocked, and 
finally alienated their confidence. 

“Under the lash of bad business 
ideals have been abandoned, stand- 
ards have sunk. You young people 
have seen silly advertisements, dis- 
honest advertisements, disgusting ad- 
vertisements. Small as the amount 
of such unworthy advertising may 
have been by comparison with the to- 
tal volume, it has cast discredit upon 
the business and put us on the defen- 
sive. 

Urges Practical Work 


“I believe I can assure you that the 
worst is over. The conscience of in- 
dustry is stirring and, if it were not, 
|the government would stir it. Adver- 
tising ought to be a cleaner, better 
business in your day.” 

Anticipating the specific interests 
of the young group he addressed, Mr. 
Barton said there was no job in ad- 
vertising which could not be held as 


| (Continued on Page 23) 


THE COMPLETE LINE 


Weve made it40 | 


ways: With horse meat (yellow label) 
—or with real beef meat (white label). 
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First advertisement in the new 

newspaper series for Ken-L-Ration 

introducing the company's beef 
product. 


‘GO MODERN,’ 1S 
DE SOTO ADVICE 
IN NEW SERIES 


Detroit, Mich., June 28.—Diverting 
its attention from nuts and bolts and 
the other mechanical features incor- 
porated in the new car, DeSoto. 
Motor Corporation has launched a_ 
national magazine and newspaper 
campaign on the new Airflow to sell | 
an idea, not to “the estimable Old 
Lady from Cherry Center” but to 


(Continued on Page 22) 


Economist Asks New 


U. S. Department to 
Represent Consumer 


New York, June 28.—A “Depart- 
ment of the Consumer” in the na- 
tional government to parallel the De- 
partment of Commerce and Depart- 
ment of Labor and protect the inter- 
ests of the consumer was advocated 
by Professor Paul Douglrs, of the 
University of Chicago, mer:*»ar of the 
Consumers’ Advisory Board, in an 
address before the American Home 
Economics Association at Hotel Penn- 
sylvania this week. 

Attendance at the annual meeting 
was approximately 2,500. Numerous 
talks on “the Consumer of Today and 
Tomorrow” were presented by emi- 
nent authorities. 

The new Department of the Con- 
sumer should be established speedily, 
Prof. Douglas asserted. It would 
“serve as a symbol for a set of in- 
terests which have been too long 
neglected and could inspire and dig- 
nify action by the consumers to pro- 
tect themselves,” he said, indicating 
that after a century in which inter- 
ests of sellers have been predom- 
inant, the coming one offers an op- 
portunity of developing a consumer’s 
economy. 

“To such a department could be 
transferred many of the consumer 
agencies which the government has 
already set up, but which, encased as 
at present in a producer’s scheme of 
control, cannot function with full ef- 
fectiveness,” Prof. Douglas stated. 


Wants Balanced Economy 


“Such a department could carry on 
tests of the quality of foods and aid 
in the working out of standards; it 
could watch prices and trade prac- 
tices and represent the purchaser if 
evidence of abuses developed and it 
could foster the growth of consum- 
ers’ cooperative credit unions.” 

The Department of the Consumer 
was included by Professor Douglas in 
a suggested program to establish a 


Last Minute News Flashes 


Barnsdall Consolidates All Units 


Tulsa, Okla., June 29.—Effective tomorrow, all units of the Barnsdall 


group, including Barnsdall 


Refineries, 


Inc., Barnsdall Oil Company of 


California, and other groups, are being consolidated with Barnsdall Oil 


Company. 


Edwin B. Reeser, president of the parent company, will head the en- 
larged organization, with J. F. Adams as vice-president and sales manager, 
and J. C. Evans as assistant sales manager. 


Jenkins Leaves Frederick & Mitchell 


Chicago, June 29.—John Jenkins, publicity director for Frederick & 
Mitchell, and widely known in automotive advertising circles, has resigned. 


Mr. Jenkins, who has not announced 


motive editor of the Chicago Tribune. 


his future plans, was formerly auto- 


Furniture Guaranteed Against Price Decline 
Chicago, June 29.—To allay fears of the 2,371 buyers registered dur- 
ing the first three days, the majority of the exhibitors at the summer mar- 


ket at the American Furniture Mart 
price declines until Nov. 1, 1934. 


today announced guarantees against 


The step was taken on recommendation 


ot the National Association of Furniture Manufacturers. 


Flaherty Leaves 


Anheuser-Busch 


St. Louis, Mo., June 29.—Robert A. Flaherty, advertising manager of 


balanced economic life. He severely 
criticized some aspects of the NRA, 
particularly the open price agree- 
ments in many of the codes. These, 
he said, are working against con- 
sumer interests by tending to elim- 
inate competition. 

“With the open price requirement,” 
he said, “customarily has been joined 
the provision that sales shall not 
take place below cost. Like the open 
price feature, this sounds innocent 
enough. But great opportunities for 
abuse are presented in the definition 
of what constitutes cost. 

“In many lines costs have not only 
been figured upon an average basis, 
which thus utilizes the high costs of 
the inefficient firms, but there has 
also been a pronounced tendency for 
the full burden of the overhead to be 
charged to an output which is still 
greatly below normal.” 

This results in prices far in ex- 
cess of the value of the goods and a 
vicious series of demand shrinkages 
and price boosts, the latter growing 
from the former, and vice versa. 
Professor Douglas also asserted that 
there has never been a real state of 
overproduction, for even in the most 
prosperous times, millions lacked sut- 
ficient food and their consumption of 
other necessiti.s was below minimum 
accepted standards of living. 

The first item on his program is 
putting a bottom to labor conditions 
below which cut-throat competition 
cannot go. There should be a vigor- 
ous attempt to prevent private mo- 
nopolies and monopolistic price-fix- 
ing, which he characterized as a 
“present reality and a great future 
danger.” 


Favors More Competition 


“Wherever possible, every effort 
should always be made through the 
Sherman Anti-Trust Act, to restore 
competition in prices and output, al- 
though it should always be remem- 
bered that labor would still be pro- 
tected.” 

The remedy for abuses surround- 
ing quality of goods, Professor Doug: 
las said, is to “let the consumer 
know the truth about what he is 
buying. The requirement that sell- 
ers should tell the truth, the whole 
truth and nothing but the truth 
about their products is merely simple 
honesty. 

“It is this principle which is em- 
bodied in the Securities Act and 
which is proposed in the Copeland 
foods, drugs and cosmetics bill. The 
objectors to those measures say the 
securities, producing and advertising 
industries will be ruined if they are 
required to tell the truth and are 
held responsible for it. 

“Happily, I do not believe this need 
be true. On the contrary, the honest 
producer and advertiser will be pro- 
tected by such rules from the un- 
fair competition of those who ‘chisel’ 
on quality. Furthermore, preventing 
sellers from claiming grossly ficti- 
tious qualities for their products will 
in itself lead to greater competition 
on price which the seller and adver- 
tiser now seek to avoid by resorting 
to rhetoric.” 

Speaking on purchasing for hotels 
before the institution administration 
| section of the convention, Grace H. 
‘Brigham, executive housekeeper, 


Anheuser-Busch, Inc., brewer of Budweiser and Michelob beer, has resigned. ' Biltmore Hotel, said “the manufac- 
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ADVERTISING AGE 


June 30, 1934 


turer of national reputation whose 
business thrives on satisfied custom- 


ers is the best guarantee the hotel | 


can have that its supplies are up to 
standard.” 


The subject of informative labcling | 


was discussed by several speakers. 
Mrs. Paul E. Howe, chairman of the 
association’s homemakers _ section, 
reporting on the canning industry, 
said that a code of standardization 
went into effect this month, and that 
a labeling clause proposed by the 
Consumer's Advisory Board and sup- 
ported by the association and other 
prominent women’s clubs was finally 
included and will go into effect under 
the President's order. It requires 
that labels state the quality of the 
food contained in the can. 

An investigation is now being con- 


states, bring pressure to bear 
79 that the labeling will be truly in- 


formative and helpful. The move, she claimed, is of great 
, : PF . a 

Discussing the effort now being |importance to industry as well as the. 

made to bring about extensive use of |}consumer. It is still in its early 


G. Agnew, secretary of the 
|American 
would constitute a major step | ee 

economic and social integra-| Dr. Lafayette B. Mendel Sterling | Appoints Erwin, Wasey 
civilization. It can be effee-| professor of physiological chemistry, 
if consumers respond in| Yale University, pointed out places | incorporated under the laws of Dela- 
their buying habits. vhere research in nutrition can be| ware, has appointed Erwin, Wasey & 

Mrs. Emily Newell Blair, Consum-! profitable to the consumer, who, in|Co., New York. 


‘ | a | ‘ rc 
ducted that will for all time require|ers’ Advisory Board, NRA, said the|the United States, spends $15,000,-| 
of labeling hitherto not!|board is urging that all codes make | 000,000 a year on food and eats it in| 


| 


canned goods, Mrs. Howe |provision for quality standards. It|sublime ignorance of whether it sup- 
reported, asking that home econo- | desires that goods moving over|Plies the 3,000 calories per day nec- 
mists, of whom there are 25,000 in|¢oynters shall be labeled by some |&SSary to the average working man. 
Dr. Paul Nystrom, professor of mar- 
keting, Columbia University, said one 
of the most dangerous problems of the 
past year has been the government’s 
apparent permission, under the NRA, 
to raise and fix prices that consumers 
Laws are constantly 
|passed for the benefit of producers, 
but seldom for that of consumers, he 
| remarked. 


system which will enable the con- 
|sumer to know what is being bought. 


and labeling of consumer|stages, she said, adding that the 
| board hopes to make headway by 
Standards Association,| arousing active interest of con- 
f carried through in any | s"mers, 


of consumer goods, the | Short of Calories? 


|pay for goods. 


| Distillers Company, Ltd., recently 


i. 
Sranparp Om 
Joins KANSAS CITY'S 


“Spectacular” Advertisers 


® Long represented on Chicago’s $2,000,000 Skyline of Signs, Standard Oil 
now joins Kansas City’s “Spectacular” Advertisers— 


Advertisers like Standard Oil, General Electric, Chevrolet, Coca Cola, and a 
host of others do not experiment with their Advertising dollars— 


WE DO OUR PART 


They know before they invest— 


They put millions of dollars year after year into Electric Signs because expe- 
rience has taught them the vital importance of Electrical Advertising as a 
factor in their merchandising programs— 


Spectaculars, such as this, at strategie points arrest the attention of the city’s 
buying population while that buying population is on the buying path—thus 
making possible greater returns on other forms of advertising. 


It is significant that when these experienced advertisers want Electric Signs 
they turn instinctively to Federal. 


FEDERAL ELECTRIC COMPANY, INC. 
CLAUDE NEON FEDERAL COMPANY 


225 NORTH MICHIGAN AVENUE 


BALTIMORE 


LOUISVILLE MILWAUKEE 


FEDERAL BRILLIANT CO. 
St. Louis and 
Kansas City, Mo. 


CINCINNATI DALLAS DULUTH HOUSTON 


MINNEAPOLIS 


INDIANAPOLIS 


NEW ORLEANS PHILADELPHIA 


Subsidiaries: 


CHICAGO 


LEXINGTON 
ST. PAUL 


CLAUDE NEON FEDERAL CO., SOUTHWEST 
Oklahoma City, Okla. 


Tulsa, Okla. 


Wichita, Kan. 


FINANCE NEEDS 
PRESTIGE COPY, 
LAWRENCE SAYS 


New York, June 28.—Peering into 
the future for the benefit of the New 
York Financial Advertisers Associa- 
tion, Joseph Stagg Lawrence, econo- 
mist of the Review of Reviews, told 
the group at a luncheon meeting to- 
day that more financial advertising 
of the institutional type will be 
needed hereafter. 

“Wide distribution of securities in 
this country and the limited ability 
of the average investor to make his 
own decisions will result in a grow- 
ing popularity of investment trusts,” 
Mr. Lawrence said. Therefore, the 
purpose of the institutional advertis- 
ing “should be educational and de- 
signed to strip from financial prac- 
tices and financial institutions that 
air of mystery and_ secretiveness 
which made our banks and Wall 
street such ready objects of suspicion 
by the simple folks who could net 
understand them,” he declared. 

With restoration of stable condi- 
tions and reasonable intelligence in 
the administration of security legis- 
lation the capital markets will re- 
vive, probably benefitted rather than 
harmed by being passed through the 
Washington wringer during the past 
16 months, Mr. Lawrence maintained. 


Revival Ahead 


“Money merchandising will become 
active first in refunding,” he said, 
“then in the distribution of prime 
new issues, and finally in the financ- 
ing of ventures involving varying 
degrees of hazard. When the latter 
stage is reached the slump in the 
heavy goods industries which the 
government is now trying to correct 
artificially through the expenditure 
of vast sums will correct itself.” 

Losses sustained on foreign invest- 
ment, combined with the effect of the 
Johnson act and economic national- 
ism, will tend to keep capital at 
home. America’s rapidly approach- 
ing economic maturity will reduce 
opportunities for profitable use of 
new capital, with resultant low 
money rates in open markets, low 
yields on bonds, high premiums on 
first class issues and high price-earn- 
ings ratios for equity securities. 
Eloquent salesmanship intent on 
commissions rather than investor’s 
interest will be taboo, he said. 

Mr. Lawrence pointed out that 
fears of financiers have declined dur- 
ing the past six months and the zeal 
of “vindictive statesmen and evan- 
gelistic intellectuals has been dis- 
counted,” while capital ‘“‘wants to go 
places and do things and is weary 
of inaction.” 


Walker Distillers 
Plan Broad Campaign 


H. E. Walker Distillers and Brew- 
ers, Inc., producing distilled dry gin 
through its manufacturing and mar- 
keting division, Imperial Distillers 
Company, is planning an extensive 
newspaper, outdoor, radio and direct 
mail drive to be !aunched in July. 

A distributing organization, cover- 
ing a large portion of the country, 
has been established, and the com- 
pany has contracted for a volume of 
five and nine-year old Canadian 
whiskey for use in blending. 


Ban Free Board Space 


The giving of free billboard space 
is an unfair trade practice, working 
a hardship on small concerns, accord- 
ing to an interpretation of the code 
for the outdoor advertising trade 
made by Wm. Farnsworth, divi- 
sion administrator. 


Joins Lord & Thomas 


Edwin Aleshire, formerly with the 
radio department of Blackett-Sample- 
Hummert, Inc., has joined the radio 
division of Lord & Thomas, Chicago, 
in an executive capacity. 


Adds Special Department 

The B. D. Iola Company, Inc., New 
York agency, has added a _ special 
department for legal and _ financial 
advertising. under the direction of 
Irving Berk, vice-president. 
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: B, advertising in ALL the other Boston 


: daily newspapers you would reach most of the / 

families in Greater Boston who read the Boston Post— -- 
but at a prohibitive total price which would include the 
compulsory combinations of morning and evening editions. 


On the other hand— 


THE BOSTON POST alone, with the largest 


circulation of any Boston daily newspaper, 
practically all home delivered, reaches: 


58% of the Evening Globe readers 
25% of the Morning Globe readers 


50% of the Evening Traveler readers 
25% of the Morning Herald readers 


4.1% of the Evening American readers 
4.3% of the Evening Transcript readers 


This outstanding family coverage, with NON-FORCED, - 
NON-DUPLICATED circulation, gives you the power | 


to do “a whale of a job” in New England with The 
Boston Post ALONE. 


Ghe Boston Post 


New England's "GOOD MORNING" for 103 years 


ete, 
Home-delivered 
Circulation 


SPECIAL REPRESENTATIVES—KELLY-SMITH COMPANY, New York, Chicago, Philadelphia, Boston, Detroit and Atlanta 
R. J. BIDWELL COMPANY, San Francisco, Los Angeles and Seattle 


Latest 
Net Paid 
Daily 
Circulation 
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Are Your New Products Ready for 
Advertising? 


As L. G. Peed, of DeSoto, said so 
effectively in his contribution to the 
advertising clinic at the A. F. A. con- 
vention in New York last week, re- 
search and advertising together en- 
able the world to progress at a much 
faster rate than it could do without 
them. 

During the past few years of de- 
pression, most manufacturers have 
maintained their research activities. 
Few important companies have 
failed to develop either new or im- 
proved many cases 
these goods have offered 
to the public, the program being to 


products. In 
not been 


continue studying the new ideas 
pending the development of favor- 
able conditions for their introduc- 


tion. 

Now, it is generally agreed, those 
conditions exist, and therefore it 
may confidently be predicted that 


| 


advertising in behalf of hundreds of | 


new and worthy products 


will be} 


addressed to the public during the | 


coming months. These new 


offer- | 


ings will represent improvements in | 
service to the public; new and better | 


things; greater 


satisfaction § in 


doing 
and 


ways of 


venience use; 


and in many cases reduced costs as | 


compared with the old method or 
product. 
Many of these products, which 


the benefit will 


become popular in a very short time; 


have of advertising, 
real markets will be developed, pub- 
lic and trade acceptance will be won, 
and employment = and 
profits the the 


increased 


will be reward of 


A}Great Campaign to Promote 
Building 


The analysis of the national hous-|lic interest in modernization, to an 
/ extent 


ing act by Lewis H. Brown, presi- 


dent of Johns-Manville, Inc., whose | tive of a billion and a half for home 


intimate knowledge of the measure 
and the conditions which resulted in 
its being drafted enables him to 


speak with authority, impresses even | that the campaign of the industry 


with the 
presented to 


the layman 
tunities 


great oppor- 
manufac- 
and 


now 


turers of building materials 
for 


work, 


equipment successful sales 
velopment 
The 


System of 


establishment of a complete 
the building 
and real estate field, as outlined by 
Mr. the in- 
dustrial conference in 


finance in 
Brown in his address at 
advertising 


) 


New York, reported in the June 25 


issue of ADVERTISING AGE, Seems to 
open the way for a successful pro 
gram of home modernization. The 
plans which are being made for a 
nationwide campaign, participated 
in by manufacturers, dealers and 
contractors, working nationally and 
in their various local markets, offer 
promise of great stimulation of pub- | 


| 
con- 


de- | 


land 


enterprise displayed in the creation 
and marketing of the new merchan- 
dise. Advertising will again demon- 
strate, in a simple and convincing 
way, that it provides the vital fac- 
tor of acceleration in modern mar- 
keting, thus making it possible to 
build volume rapidly and reduce 
unit costs. 

Some of the new goods which have 
created during the past few 
years will be put on the market at 
the same time as their advertised 
associates, but will be launched with- 
out benefit of publicity. They wili 
be expected by their sponsors to 
make progress entirely on the basis 
of their value to the prospective 
user, They will be included in cata- 
logs, and information about them 
will be supplied to salesmen, but 
they will not be pushed. Conse- engraver’s proofs of a series of news- 
quently their development and paper advertisements being produced 
will be comparatively slow. in our office for the Miami Valley | 

This situation emphasizes again| Brewing Company of Dayton, O. 
the which advertising ren- This campaign is appearing in Day- | 
ders not only to the advertiser but/|ton, Springfield Hamilton, and Mid- | 
to the public. honestly | 
carried on by qualified men for the | 


been 


How a tire 


Beer Copy Appears 
in Lighter Vein 


To the Kditor: We are enclosing 


use 


service 


Research, 


purpose of developing new and bet- | 
ter products, must be complemented 
and promotional ef- 
fort if the public is to get the full 
benefit of what 
pished in the laboratory. 
the public is fully about 
the achievements of and 
designers is it possible to record the 


by advertising 


Afraid it will put on weight where you 
don't want it? Nonsense! NICK THOMAS 

isn't that kind of 4 beer. Don't you worry 
has been accom- about uneantod weight! 
Only when 
| 
| 


informed 


THE MIAMI VALLEY BREWING CO. 
Dayton, Ome ADams 6174 


engineers 


maximum progress represented by 


the substitution of better products 

and services for the old. dletown newspapers. The schedule 
calls for daily insertions giving 
each paper 90 advertisements of 84 


lines each—-from June 


inclusive. 


1 to Sept. 1, 


Plans will also call for use of this 
copy in the near future for other 
cities in Ohio and Kentucky. 

The breezy copy theme behind this | 
campaign was primarily created with 
the idea of producing a “beer” series 
in the light-hearted vein, rather than 
the serious technical trend so preva- | 
lent in beer copy today. 


which may justify the objec- 


reconstruction during the next eigh- 
teen months. 
It should be emphasized, however, 


: , Louis Bass, 
and the government will be intended | 


to stimulate interest in building and Base-Luckoff, Inc., Detroit, Mich. 
modernization. It will still be the vweg 
problem of the individual manufac: 


Jolly Bridge Party 


To the Editor: A very jolly bridge 
party is under way on the back cover 
of the June 9 “SEP.” 

As in most neighborhood 
the first card is led out 


turer to create brand preference for 

Advertising during 
architects, 
should 


his own product. 


this period to builders 


dealers be accompanied 
games, 


by copy i “esse , ic, $s , 
y copy addressed to the public, so of the dum- 


that those who decide to modernize | my, this time the jack of spades, and 
their homes will know what manu-|to fool the noted expert, north, his 
facturers have to offer, and will be} feminine opponent is about to play 


able to fill their needs from offerings |the five spot instead of the king, to 
materials and equip-|the indifference of her partner who 
lis taking a long healthy swig. 
advertising | Two bottles of the pause that re- 
|freshes have just been removed from 
a small bucket that is still full to the 
brim with ice cubes, and the hostess, 
pouring, reveals nice teeth despite 
the fact that she has presumably bit- 


of approved 
ment. 

The 
now, and it needs the sort of specitic 
copy which will clearly identify the 


industry needs 


products of reputable manufacturers 
in the minds of the public. 


OFF ON A LONG JOURNEY 


trade 


DE LAR YS. NouVELERE 


Yen a rien d'impossible avec bon pneu DUNLOP ! pre? 


—Vu, Paris. 


manufacturer tells his story in France. 


Voice of the Advertiser 


ten off the cap of the bottle she’s 
pouring, no opener being visible. 

I like the idea of putting a Great 
Dane off in a corner as far as possi- 


‘ble from the sandwiches, but maybe 


it would be more appropriate to have 
a few bulls in a setting of this kind, 
providing the hostess did not con- 
tinue wearing her red dress in hot 
weather like this. 
CHarLeEs H. Bisuop, 
Chicago. 


> FF F 


Ice Interests See 
Injustice in TVA 


To the Editor: We want to tell you 


that we appreciated the soundness 
and logic of your TVA editorial in 


your June 9 issue 
the liberty of 
credit, in the 
Refrigeration. 

We also hold 
basic principles 
merchandising vary too far from 
those that have heretofore proven 
sound to justify hope of their ulti- 
mate success. 

There is a matter of taxation in- 
volved too. Taxes are a major fac- 
tor in business operating expenses. 
Those who will suffer because of 
TVA activities are taxed not only 
to support government but also to 
provide the capital and to absorb the 
probable losses for a tax free com- 
petitor, who is bound neither by the 
practices nor hour and wage 
requirements of its industry codes. 

The industry that will suffer most 
from TVA activities is not gas but 
ice, which is one of the very largest 
users of central station power in the 
territory in which TVA generated 
current is, or will possibly be, avail- 
able. The ice industry also pays a 
heavy tax in relation to revenue be- 
cause of the heavy investment in 
real estate and physical property. 

Wherever 1,000 BTU natural gas 
is available at less than 30 cents or 


and that we took 
reproducing it, with 
June 15 issue of 


that 
TVA 


the opinion 
employed in 


| supplied 


Diesel fuel oil can be had at not | 


more than six cents, ice manufactur- 
ers suffering from TVA competition 
Will do their part to make 
better for either the gas or 


business | 


oil in- | 


dustries, and, for the engine builders. | 


O J. Wittovcnuey. 


Business Manager, Refrigeration 
Publishing Company, Atlanta, 


| 
| 
| 
| 
| 
| 
| 
| 


ra.| hold Magazine. 


| magazines 


Information 
for Advertisers 


The following documents may be se 
cured without charge by any national 
advertiser or advertising agency from 
the companies sponsoring them, or 
through ADVERTISING AGE. 


No. 609. What the Intelligent Young 

People Like to Read 

A booklet published by the New 
York Sun detailing the results of 
preferences in the evening newspaper 
field selected by the graduating 
classes of Yale, Rutgers, Princeton, 
Fordham, and other colleges and uni- 
versities in the area in which New 
York papers circulate. 


No. 610. Circles of the World. 

An interesting little book describ- 
ing the processes by which a 
manufacturer’s goods finally reach, 
through distributors, wholesalers, 
and brokers, the shelves of Grocer 
Johnson, of Tylersburg, Pa., and his 


numerous counterparts. Published 
by Grit. 
No. 611. The Yankee Network of 


New England. 


A folder giving a number of clear- 
cut and concise reasons for using 
the Yankee network during the sum- 
mer. Includes data on the number 
of tourists in New England during 
the summer months, the amount of 
money they spend, general business 
conditions, ete. 


No. 612. There’s a Turn to Color in 

Magazine Advertising. 

A fascinating contrivance’ that 
points out the value of color in ad- 
vertising, and especially in Cosmo- 
politan, through the medium of a 
“turntable,” upon which college pen- 
nants, national flags, ete., are de- 
picted, as well as the products, in 
colors, of leading advertisers. 


roe 


Vso. 


No. Chicago's 
Circulation. 


Largest Home 


An impressive brochure of extraor- 
dinary size analyzing the home cir- 
culation of Chicago newspapers. 
Maps and charts for each of the 
eight city and suburban areas sur- 
veyed are included. Published by 
Chicago Daily News. 


No. 568. The First Hundred Investi- 


gations. 

An unusual “wall decoration” some 
five feet long containing the results of 
103 investigations by various organ- 
izations among diverse groups of 
people on magazine preferences. Pub- 
lished by Time, Ince. 


No. 585. Behind the Charts. 


Lives up to its billing as “some 
facts presented without charts about 
the preference for NBC facilities by 
the bulk of big radio time buyers.” 
Contains also a number of advertis- 
ers’ case histories. Published by Na- 
tional Broadcasting Company. 


No. 579. Chicago ... 
Central Market. 


A broadside giving industrial, pop- 
ulation and other statistics about 
Chicago in concise form. Includes 
a large map of the city, and salient 
points about 21 districts, as well as 
data on the various types of service 
rendered by General Outdoor Adver- 
tising Company, by whom the ma- 
terial is issued. 


The Great 


No. 539. Charts Showing Consumer 
Preference for Various Products. 


These charts, prepared by station 
WLW, Cincinnati, show consumer 
preferences for various types of ad- 
vertised merchandise, such as coffee, 
cigarettes, autumobiles, etc. Because 
of their confidential nature, they are 
upon request of major 
executives only. Only charts deal- 
ing with the inquirer’s own industry 
are supplied. 


No. 593. Sixteen Years 
Women's Magazines. 


With the 

A record of the gains and losses in 
advertising revenue of nine women’s 
during the period from 
1918 to 1933. Published by House- 
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In the “good old days”, men, shopping bent, 
took what was handed to them. But times have 
changed, and men with them. Today, unfamil- 
iar merchandise is very apt to cause modern 
men to shy from it, even as their wives do. Tom 
Morton is no exception. Confronted by “‘some- 
thing just as good,” he goes back to headquar- 
ters for advice. His wife’s reply is short and to 
the point: ““NO!”’ 


The point is that AMERICAN readers have been 
educated by powerful, consistent sales promo- 
tion, to buy only familiar, advertised merchan- 
dise. Fail to advertise in the American and you 
fail to tell your advertising story to at least half 
the families in Chicago. No manufacturer 


should expect his retailers—in reality his Chi- 


THE WIFE SAYS: 


cago salesmen—to do a bang-up job with 50%, 
of his prospects unsolicited. Certainly, no 
manufacturer would expect his staff salesmen 
to bring in maximum business with every other 


one of their prospects relegated to the dust heap. 


In Chicago, two newspapers dominate the eve- 
ning field. To cover your market completely, 
both papers are required. Although the Amer- 
ican leads the other by 40,000 circulation, al- 
though its type of circulation is younger, more 
active than the second paper’s, the American 
does not claim that it, alone, can do a 100% job 


for any manufacturer. But, by the same token, 


“no other single Chicago paper can “do right” 


by you and your product. Chicago is a big 
town. A word to the wise is—ADVERTISE. 


Ea 
ae 


TH: 


CHICAGO AMERICA 


--- gives 450,000 families Buying Ideas 


NATIONAL REPRESENTATIVES: Rodney E. Boone Organization 
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Plan Chain of 
100 Cranberry 
Juice Stands 


S. Hanson, June 28.— The 
roadside stand operated on Cape Cod 
last year by Cranberry Canners, Inc., 
proved so satisfactory that the com- 
pany has decided to build 100 more 
between Philadelphia and Portland, 
Me. This announcement was made 
here by Marcus L. Urann, president | 
of the company. 

The new stands will be patterned 
after the single one tested in 1933, | 
and at which 250,000 persons stopped 
to buy Ocean Spray cranberry juice 
cocktails and sauce. More than 10,- 
000 of these patrons inquired where 
the products might be bought in 
their own home towns. These leads 
were followed up by mail, with the 
result that Cranberry Canners, Inc., 
made substantial additions to their 
distribution system. 

The station was designed primarily 
for promotion purposes, but some- 
what to the surprise of the company, 
it proved a financial success from the 
start. The huge bottle which sur- 
mounts it acted as a “stop” sign for 
tourists. 

Cranberry Canners, Inc., is issuing 
750,000 colored cardboard recipe fold- 


Mass., 


ATTRACTS ATTENTION - 


an 


The . a stand which has 

proved so effective that it will be 

duplicated in many spots through- 
out the country. 


two folds, 
which fit 


which, with 

three recipe cards 
popular recipe cabinet. The 
pany’s promotion has been so 
cessful that the peak of the cranberry 
season appears to be shifting from 
fall to spring and summer. 


ers, yield 


any 


com- 
suc- 


NECKS ADAMANT, 
COMPANY MAKES 
COLLARS YIELD 


X-Act-Fit Shirt Boasts Adjust- 
able Collar 


St. Louis, Mo., June 28.—Realiza- 
tion that many lives have _ been 
blighted by the inability of men to 
adjust their necks to fit their shirt 
collars is responsible for the latest 
triumph in the men’s wear field, 
according to the New Era Shirt Com- 
pany, manufacturer of the X-Act-Fit 
shirt. 

Wilton Rubinstein, vice-president 
of the company, is reported to have 
been the first to be impressed with 
the fact that the size of a collar 
attached to a shirt varies according 
to the cloth of which it is made and 
the number of times it has visited 
the laundry, while the neck of the 
wearer is more or less unyielding to 
the ravages of time and the cleaner. 

Pondering this phenomenon, Mr. 


tn the fut 5 months of this year 
THE INDIANAPOLIS NEWS 


That is 


147,180 


More Lines 


XY than all the other 


ee ti 


oe 


Ni Indianapolis Newspapers 


ey 
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im 
s 
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—s— 
‘426.000 LINES 


OF FOOD ADVERTISING 


<—_ 


S| 


@ In their preferred home newspaper, The 


News, Indianapolis retail food merchants 


placed 60.1% (201,088 lines) of all their 
advertising during the first five months of 


1934. 


Manufacturers of food prod- 


ucts built upon this broad, well-developed 


retail food market by concentrating 60.8% 


(224,912 lines) of their advertising pressure 


in The News. Results back their judgment 


and prove the ability of The News to do 


the advertising job more thoroughly . . . 


more profitably 


cally. 


* duthority 


Media Re 


. and more economi- 


THE INDIANAPOLIS NEWS 


SELLS THE INDIANAPOLIS RADIUS 


NEW YORK: 
Dan A. Carroll 
110 East 42nd Street 


CHICAGO 


J. E. Lutz 


180 N. Michigan Ave. 


NEW SHIRT IS BOON TO MISTREATED NECKS 


KACT-FITS HAVE 
ENDED 


your fj 


REALLY HELPED 
BOTH 


Labreakable 
Button ‘+ Siees 
ermanint each 


finwhat? chris 


The Only Shirts With 
COLLAR-SIZE CONTROL 


UNDREDS of thousands of mea, through their owe efforts or because of & 
H thoughtful woman, bave banished Collar Trewb'e (rom thew lives forever — 
X Act-Fu Sharts have browght them perfect neck comfort 
All shirts, even those made of & foe Aneet goose fabric, will vary io collar size 

ho de ring — BUT, the X-Act-Fit adjustable tovention 
ord aay Lostead of ome peart butr 


nm, the X-Act Fiat 
atly attached lastead clans tumnaieaie, KA 

chow Jan Goer sizes im each shirt— aod che 
just che righe we » ee ase! 


TRe T rout ri cever’ ify 
pua bel: ow and we will see that you're supplied. Price $1.95—alew styles $2.50. 


DEALERS: Send for Propositron. 
—_> 
487 a1GeT- 
xacenn F= 


reg woos = mene =) if 


\ / 


THE NEW ERA SHIRT CO., Dept. A, 901 Lucas Ave, Se Louis, Mo 1s 
Geotlemen: 1 don’t believe my dealer handles che X-Act-Fit 
Shirt. Without obliganoa, 


please tell me bow | can obtuse. 


END yww 
COLLAR 
TROUBLE 


THANKS TO THE MISSUS- 
SHE STARTED ME 

WEARING X-ACT-FIT 
SHIRTS THEY FIT 
PERFECTLY EVERY TIME 
THEY RE LAUNDERED 


TO PLEASE HIM,.BUY 
X-ACT-FIT SHIRTS 
THEY LOOK AND FIT 
PERFECTLY AFTER 


CERTAINLY 
ENDED MY 
COLLAR 
TROUBLE! 


eee” SHIRTS 


The Only Shirts With 
COLLAR-SIZE CONTROL 


“ner SHIRTS 
The Only Shirts With 
COLLAR-SIZE CONTROL 
[pitirecse temomatnet the best 


pre-ehrush material may sary afull 
helf size in laundering — enough to 


the mock. Women will testify to that 
But X-Act-Fit Shirts ead all collar 


Instead of one pearl button — 
X-Act-Fit has « laundry -proof stud 
permanently attached. Instead of one 
buttemhole X Act-Fit has three. giving 

ou 2 choice of three \, collar sises in 
pan shirt—and the pot erts perfectly cach shirt — and the collar sets perfectly 
with just the right the apace, no matter 
which buttonhole you use 


Labresksble 
ton 


Permasiy 
Attached 


Three typical advertisements in the first national advertising 


paign for X-Act-Fit shirts. 


Rubinstein conceived the idea of pro- 
ducing a shirt equipped with a collar 
which could be slackened or taken 
up, according to the immediate re- 
quirements. This solution was neatly 
described as follows by the advertis- 
ing department: 


Has Three Buttonholes 


“Instead of one pearl button, the 
X-Act-Fit has a laundry-proof, rust- 


proof stud, permanently attached. 
Instead of one buttonhole, X-Act-Fit 
has three—giving the wearer a 


choice of three 14 collar sizes—and 
the collar sets perfectly with just 
the right tie space, no matter which 
of the three buttonholes is used!” 

For instance, a size 15 collar may 
be expanded to fit a 151%, neck or 
contracted to hug a 14% neck. Cor- 
responding variations are offered in 
other sizes. 

Though the New Era Shirt Com- 
pany had been in business for 45 
years and presumably knew some- 
thing about shirts and the problems 
of their wearers, it found dealers 
highly skeptical as to the practi- 
cability of the new product. And 
even if it lived up to claims made 
for it, they argued, the chances were 
that the permanent stud would wreck 
the machinery of the laundry to 
which it was sent and the resulting 
grief would be laid on the dealer’s 
doorstep. 

The company had anticipated this 
objection and met it with a report 
from the American Institute of Laun- 
dering, conducted at Joliet, Ill., under 
the auspices of the Laundryowners 
National Association, and which 
therefore enjoys the respect and con- 
fidence of laundryowners and the ma- 
jority of dealers. 


Quote Laundry Data 


The conclusions of the Institute 
were that: 
“1. Twenty launderings 
damage the metal stud. 
“2. The stud did not rust or cor- 


did not 


rode. 

“3. The metal stud caused no dam- 
ige to the washing or pressing equip- 
ment. 

“4. There was no visible weaken- 
ing or damage to the shirt fabric 
by the metal stud. 

“6. The collar measurements, 
which are the most important from 
the shrinkage consideration, show no 
decrease due to the laundering treat- 
ments.” 

The company, which had observed 
that even dealers wore shirts and 
probably had the same trouble with 
collars that the ordinary man expe- 
rienced, supplemented this report 
with the suggestion that the dealer 


try an X-Act-Fit shirt and convince 
himself as to its practicability. 

This strategy proved highly effec- 
tive in washing away dealer objec- 
tions and securing distribution. The 
company made satisfactory progress, 
which, however, seems. relatively 
slow compared to that noted since 
the new shirt was introduced to the 
public in May and June of this year 
via the pages of one national maga- 
zine and a number of newspapers. 


Addressed to Women 


Newspaper copy is usually placed 
by dealers. It is addressed to women 
and placed on the page dedicated to 
their interests. “Does your. hus- 
band’s blood pressure mount when 
shirt collars are too tight?” it asks, 
with which introduction it proceeds 
to tell the fair reader how she may 
bring peace and happiness into her 
home. 

The advertising in the 
Evening Post, the only 
magazine used thus far, has been 
merchandised to dealers in broad- 
sides which contain a business reply 
card as an integral part of the pro- 
motion. Dealers are also reached 
through such trade papers as Men’s 
Wear, the business reply card also 
being utilized here by the employ- 
ment of inserts. 

The company has received ample 
evidence of the fact that word-of- 
mouth selling is an extremely slow 
process when compared with the 
printed page. Orders for the new 
shirts in May, the first month of na- 
tional advertising, were five times 
those of May, 1933, and the same rec- 
ord will be established in June, ac- 
cording to present indications. In 
spite of the company’s 47 years in 
business, business on the X-Act-Fit 
shirt now amounts to 40 per cent 
of the total volume, with the ratio 
steadily rising. 

Anfenger Advertising Agency is in 
charge of the campaign, which will 
be resumed in September. 


Saturday 
consumer 


Changes at Davol 


Ernest I. Kilcup, for several years 
secretary and acting treasurer of the 
Davol Rubber Company, has been 
named operations head of the com- 


pany. Walter Davol is now assistant 
managing executive; R. D. Berry, 
assistant secretary, and Herbert 


Behre, assistant sales manager. 


Paul Primm Advanced 


Paul Primm has been appointed 
sales manager of the lacquer divi- 
sion of the Martin-Senour Company, 
Chicago paint maker. Mr. Primm 
was formerly with Sherwin-Williams 


and the Arco Gompany. 
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Two WEEKS To Act! . 
MAJOR RATE ana CIRCULATION & 
RISE on JULY 14 ... Effective Oct. Issues 


13TH STEP-UP IN4 YEARS (7; : 
4TH THIS YEARY ut, Circulation guarantee goes from 1,275,000 to 


GUARANTEE ALREADY 1,500,000. Page rate goes from $2,040 to 
EXCEEDED BY FIRST 


QUARTER NET PAID $2,400. Other units in proportion....except 


4-color inserts, which remain at $4,600, giving 


the lowest 4-color insert rates among all 


major magazines....$3.06 a thousand.... less *, 
than black and white cost in many other -_ 
major magazines. 


BUY “THE ORIGINAL e 
WOMEN’S GROUP” AT $1.36 Orders received before July 14th protect ” 
A PAGE A THOUSAND you from October, 1934 (when 1,500,000 ad 
THROUGH SEPTEMBER, a 
1935! - guarantee goes into effect) to September, . 


1935 inclusive at $2,040 rate ($1.56 a page 
a thousand). “Rate holders” not solicited. 


Orders MUST specify definite dates and 


size of space. 


wave OR TELEGRAPH All orders received after close of business, 


, July 14th un-acceptable unless at new rate. 


MACFADDEN WOMEN’S GROUP 


‘**The Identified* Group’’ 
420 LEXINGTON AVENUE NEW YORK CITY 


*Write for report of the first door-to-door, 
cross seetion survey ever made among group 
magazines, 
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ADVERTISING AGE 


June 30, 1934 


Picks Wm. B. Remington 
Conn., maker of axes, hatchets and 
other edged tools, has appointed Wm. 


B. Remington, Ine., Springfield, 
Mass., to direct advertising. 


Cc ilies to Miller 


Advertising of the Continental 
Coffee Company, Chicago, roaster 
and distributor of Continental, 
Bunker Hill, “76"" and Liberty Coffee, 
will be placed by M. Glen Miller, 
Chicago agency. 


Clark Joins Magazine 


Thomas Clark, formerly associated | 
Grocer, has joined | 


with Progressive 
the western sales staff of True 
Magazine. At one time Mr. Clark 
was a partner in the 

ing Company, St. Paul. 


Story 


W. M. Shepperd Appointed 


W. Marshall Shepperd, 
manager for College Publications 
Representatives, Inc., and formerly 
market analyst for General 
Company, has joined the Chicago of- 
fice of General Marketing Counselors, 
Inc. 


Wilson ies. . Aawelat 


Needham, Louis and Brorby, Inc., 


has been selected to place advertis- 
Chicago | 


ing of Wilson Brothers, 
makers of men’s wear. 


~ “Your Own . 
; "s Cotaloque 


Here 


OUR catalog is your most import- 
ant weapon in selling the family- 
Catalogs sell thousands 
of building products which would not 


about-to-build. 


otherwise be bought. 


But catalogs mislaid or lost mean lost 


Owners have no 
Yet you must h 


sales. 
ature. 


a sale for you. 


There is only one way to be sure that 
your catalog will be kept by the family- 


about-to-build. ‘That 


catalog permanently bound in Home 
Owners’ Catalogs, wher 
fully indexed and cross-indexed and de- 
livered to the owner before he buys. 


You have maximum 
make a sale. 


Three years 


The Collins Company, Collinsville, 


Webb Publish- | 


western | 


Electric | 


ave your catalog 
kept always at hand, ever ready to make 


of investigation 
ceded the decision to publish Home 
Owners’ Catalogs, investigation as to 
the buying habits of families-about-to- 
build and how they wanted to be sold. 


Miss Shortle Changes 
Mae Shortle, for the past three 
years advertising counsel for several 
New York firms, has joined the H. L. 
Stedfeld Company, Inc., New York 
agency, as business manager. 


Joins Chicago Agency 


Edvarndine Hillyer, formerly Chi- 


cago representative for The Ameri- 
can Spectator, has joined Phelps- 
Engel-Phelps, Inc., Chicago agency, 


as copywriter. 


Hotel Appoints Hunt 


John W. Hunt Company, Los An- 
|geles agency, has been named to 
| handle advertising of the 

| Lafayette, Long Beach. Newspapers 
on the coast will be used. 


| veil 


Geissingcr to Agency 
Roger Geissinger has joined the 
| Los Angeles office of Hanff-Metzger 
|Company as account executive. He 
was formerly with the Street Car 
| Advertising Company. 


| 

| Three Name Agency 
Advertising of the Midland Mfg. 
| Company, Queen City Mfg. Company 
and Utility Products Company, all of 
Cincinnati, has been placed with 
Frederic W. Ziv, Inc., Cincinnati. 


in the hands of 


insurance with 


This 
that owne 
even when 
they 
rage 
that they 


way to file liter- 
: purchase. 


Home (¢ 
specially t« 


the bills. 


is to have your 


e it will be care- 


opportunity to 


Hotel | 


prefer 
of separate or incomplete pieces, 


ducts whic 


NEWSBOYS’ WORK 


ANLPLAL Opposes Amend- 
ments “In Entirety” 


| 
| Washington, D. C., June 27.—With 
la voluminous record of arguments 
tor and against the proposed amend- 
ments to the newspaper and graphic 
arts codes affecting newsboys and 
carriers available for his review and 
study, NRA Division Administrator 
George Buckley has announced ad- 
journment of the hearings until July 
18. It is intimated that the pro- 
posed amendments will be consider- 
ably revised by that time. 

The proposed amendments to the 
two codes aim at tightening the re- 
strictions on hours of labor and em- 
ployment of newsboys, magazine dis- 
tributors and carriers, and among 
other things, require local or state 
authorities to provide a certificate 
for boys under 16, indicating their 


Always 


at hand, 


Ever ready 


fo sell 


No catalog is better than its maintenance 


buyers. Your catalog in 


Home Owners’ Catalogs is effective sales 


families -about-to- build. 


investigation proved conclusively 


rs invariably need catalogs 
they interview salesmen, that 
one complete piece to a bar- 


will buy from catalogs pro- 
h they would not otherwise 


Ywners’ Catalogs was built 
» meet the new home owner’s 


needs—the needs of the man who pays 


When 718 people actually in 


the process of building were shown 
Home Owners’ Catalogs, they voted it 
the best buying help they had ever seen. 
And the greatest buying help for the 
owner offers the greatest selling oppor- 
tunity to the manufacturer. 


Issued in thirteen geographical edi- 


tions. 
Of) a Per-C 


Send for 


pre- 


effect ively. 


Delivered only to owners. 


able market and how to reach it 


Sold 
»py-delivered basis. 


complete data on this valu- 
most 


Home Owners’ Catalogs 


Published by F.W. Dodge Corporation, 119 West 40th Street, New York, N.Y. 


WITHOUT ACTION 


fare. 


| 
AGE. 


midnight last Friday when Elisha 
|Hanson, attorney for American 
Newspaper Publishers Association, 
proposed that the reiteration of ob- 
jections be stopped by entering in 
the record the statement that the re- 
maining score and more of witnesses 
were prepared to testify that they 
were opposed to the proposed amend- 
ments “in their entirety.” 


One Publisher Approves 


While representatives of the pub- 
lishers filed before the Division Ad- 
ministrator in an almost unbroken 
line, registering emphatic objections, 
there were also social and religious 
leaders, representatives from the 
Young Women’s Christian Associa- 
tion and Women’s Bureau of the Po- 
lice Department and from the U. S. 
Department of Labor who protested 
against any tampering with the 
amendments as proposed. 

A single publisher expressed agree- 
ment with the restrictions on the use 
of boys as carriers. He was J. David 
Stern, publisher of the Philadelphia 
Record and the New York Evening 
Post, 

In a list of 78 witnesses who had 
formally requested the opportunity 
to present their objections to the 
amendments, the newspaper publish- 
ers were well represented. In this 
list also appeared the names of a 
number of educators, clergymen and 
boys actually engaged in the distri- 
bution of the newspapers. 

The preparation of these amend- 
ments followed the submission to 
President Roosevelt of reports on the 
revision of the codes authorizing the 
sale and delivery of newspapers by 
minors. The President by executive 
order on Feb. 24, amending the codes, 
instructed the government members 
of the code authority for the graphic 
arts industries to study these provi- 
sions and to make a report to him on 
them. This report was made on May 
12 and the amendments were pre- 
pared in accordance with the Presi- 
dent’s wishes. 


Permits Draw Fire 


The presented amendments to the 
two codes are identical. They pro- 
vide that no establishment shall em- 
ploy persons under 16 years of age in 
mechanical or manufacturing duties, 
but it is provided that those between 
14 and 16 years of age may be em- 
ployed in “other than mechanical 
duties” not to exceed three hours a 
day between the hours of seven 
o'clock in the morning and seven in 
the evening. 

A particular target for objection 
at the hearings was the clause which 
would give state or local officials the 
authority to issue permits or badges 
showing that the boy is qualified to 
sell or deliver newspapers. This was 
both praised and attacked. Many 
newspaper publishers feared a regi- 
menting of boys and constant difficul- 
ties with state enforcement officers, 
politics and other harmful features. 

Mr. Hanson officially opposed all 
the suggested amendments, defend- 
ing the provision already in the code 
which limits the selling and delivery 
time for carriers from 7 a. m. to 8 
Pp. m. in the summer months and 
from 7 a. m. to 7 p. m. in the winter. 


limitation is advisable it should be 
done locally in the various areas and 
by those agencies familiar with local 
conditions. 

He defended the system now pre- 
vailing, insisting that the publishers 
are motivated in their opposition to 
the amendment not by selfish or com- 
mercial reasons but because they are 
unable to see any real advantage in 
adopting the proposed amendment. 

Strenuous objection was made by 
Mr. Hanson to the proposed licensing 
| system, adding that if it is accepted 
it should not be left in the hands 
of any governmental body. 


Younger Boys Better 

W. <A. Coddingly, Des 
Register and Tribune, was among the 
Witnesses voicing opposition, saying 
jhe preferred carriers between 12 and 


|conditions among older groups 


lin the June 16 issue of ADVERTISING | 


HEARINGS ENDED 


ability to handle their jobs without |14 years of age because they are 
detriment to health or general wel-| more easily trained, more alert and 
A complete resumé of the pro-| more apt to have the cooperation of 
visions of the amendments appeared | their parents. 


Arthur Altmeyer, Assistant Secre- 
tary of Labor, countered with the 


The public hearing closed about |statement that the codes now place 


no limit on age, the hour restrictions 
being about the only imposition of 
authority. He declared that the 
change asked would result in the dis- 
placement of only a small number of 
those now working and insisted that 
it would not revolutionize the pub- 
lishing business since already the 
trend is toward the employment of 
older boys. He contended that some 
papers are beginning to realize that 
the older boys are more efficient and 
that to hire more of them is merely 
good business. The prevailing sys- 
tem of distribution by young children 
results, he said, in overcrowding that 
in turn results in low wages. 

Reference was made to surveys 
that are declared to reveal the ex- 
traordinarily low returns such work 
brings; boys under 12 earning less 
than one dollar a week. His sugges- 
tion was that all late editions should 
be handled by boys at least 16 years 
old. He insisted that adoption of the 
amendment would result not only in 
meeting many of the objections of 
those persons who are striving for 
reduction of child labor but in an 
actual benefit to employers. In con- 
clusion he presented for the record 
the report of the division of research 
and planning, which showed that the 
amendment would affect more than 
500,000 newsboys and carriers. 

Mr. Stern was the only publisher 
who had requested an opportunity to 
advocate adoption of the amendment. 
He declared the proposed restriction 
would inflict no hardship but would 
be a “distinct benefit.” His only 
criticism was that it was “not strong 
enough.” He advocated a minimum 
age of 16 years. 


Support Amendments 


For the publishers to agree to such 
limitations as are proposed would 
be, he declared, a small contribution 
to the New Deal, saying that without 
such an amendment in their code 
the newspapers are in no position to 
criticize constructively those other 
industries which persist in the em- 
ployment of child labor. ‘The small 
boy is a convenience but not a neces- 
sity to the newspaper business,” Mr. 
Stern concluded, ‘‘and I’m inclined 
to think he’s a detriment.” 

Among those who supported the 
proposed amendments were Mrs. 
Clara Boyers, Children’s Bureau, 
U. S. Department of Labor; Mrs. 
Dorothea D. Schweinitz, technical 
adviser, U. S. Employment Service, 
who saw an aid to unemployment 
with 
the amendments, 


the adoption of 


}and W. C. Holdern, of the A. F. of L., 


| 


| 


who protested against “unwarranted 


}exceptions which had been granted” 


He insisted that age limits should 
not be determined at Washington 
and written into the code; if such | 


| angles 


to minors in the sale and delivery of 
newspapers. 

The preponderance of testimony, 
however, was against the amend- 
ments. Educators, ministers and 
whole families including the boys 
themselves, protested against depri- 
vation of the right to earn money. 
An interesting example was the O. A. 
Carnahan family of Syracuse, which 
turned out in a body. The boy of the 
family is a carrier. The father is a 
professor in Syracuse University, 
who said his son had formed “thrift 
habits” due to the newspaper train- 
ing. 

As a result of the hearings, which 
developed many human interest 
outside of the technical 
phases, it is intimated that instead 
of a single hard and fast rule cover- 
ing sale and delivery of newspapers 
and magazines by boys throughout 
the country, an attempt will be made 
to meet the difference in conditions 


for distinct localities, as for example, 


Moines | 


city and rural areas. It is not be- 
lieved that the amendments will be 
entirely abandoned but rather lib- 
eralized. 


Todd Reed Advanced 

Frederick & Mitchell, Inc., Chicago 
agency, has transferred Todd Reed, 
former Pacific coast manager, to the 
Chicago office as publicity director. 
M. C. Borland, at one time with the 
Los Angeles office of MeCann-EFrick- 
son, Ine., sueceeds Mr. Reed as coast 
manager. 
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CONSID 


Again the World’s Fair commands the interest of all America 

. an:' is expanding sales opportunities in the Chicago market. 
Attendance during the first 26 days totaled 2,033,000—15 per 
cent more than in the same period of last year. 

Retail sales reflect the enthusiasms and the creature needs of 
the first wave of the millions who will again make Chicago their 
holiday resort and shopping center. Credited with increasing 
Chicago’s business by over $400,000,000 in 1933, A Century of 
Progress- 1934 will release new hundreds of millions of buying 
power. 

In itself a market large enough to absorb the entire output of 
many factories, Chicago offers this year a noteworthy plus 
value. Joined to the increased spending of Chicago’s own mil- 
lions will be a flood of retail buying unequaled in any other 
market. Will you cash in on it? You can do so effectively .. . 
economically .. . through a single Chicago newspaper. 


Through the Chicago Tribune you can reoch practically all 


CHICAGO TRIBUNE 


THE WORLD‘’S GREATEST NEWSPAPER 


- \ 


a aes 


It eS 


AT ee ke 


resident families of interest to advertisers, and the bulk of 
Chicago’s visitors. In Chicago and suburbs alone, the Tribune 
now reaches more than 620,000 families—52% more than any 
other Chicago daily newspaper reaches. 

The Tribune alone provides a coverage of the metropolitan 
market practically as great as the net coverage of any two other 
Chicago daily newspapers combined. And on Sunday, the 
Tribune is the preferred metropolitan newspaper of an addi- 
tional 293,000 families living in cities and towns adjacent to 
metropolitan Chicago. 

Chicago’s visitors will read the Tribune while in Chicago. It 
is the Chicago newspaper with which they are most familiar. 
It is the newspaper which carries the comics and features they 
follow at home in the hundreds of newspapers which subscribe 
to the Chicago Tribune-New York News Syndicate. 

As the World’s Fair goes into its peak months, consider Chi- 


cago. Ask a Tribune representative to give you the complete facts. 
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ADVERTISING AGE 


June 30, 1934 


URGES R 
TO FURNITURE 
COPY OF 1890 


Chicago, June 28.—Furniture man- 
ufacturers must turn back to the 
advertising copy of 1890, if they are 
to return to profitable operations, 
Russel Wright, designer, told the 
American Furniture Mart Press Club 
at a luncheon at the opening of the 
tenth annual furniture mart Tues- 
day. Another speaker on the program 
was Marie Kirkpatrick, of Grand 
Rapids. John H. Nind, Jr., publisher 
of Furniture Record and Journal, 
Grand Rapids, presided at the meet- 
ing, which was attended by 50 staff 
writers of general and trade publi- 
cations. 

The mid-summer furniture show 
attracted 1,418 buyers on opening 
day, indicating a renaissance in the 
furniture industry. This was the 
largest figure since 1931. 

Mr. Wright, who recently entered 
the furniture field after long experi- 
ence in the theatrical world, said 
price and style have been featured in 


“again you were succe 


NTHUSIASM in every line of this letter from 
one of America’s outstanding industrial leaders — 
typical of the invariable reaction Atlas gets when we 
create, plan and produce a sound picture campaign. 


advertising until both have become 
almost meaningless. He believes 
such advertising, for whose creation 
he blamed the insistence of the re- 
tailer, should be banished, and that 
the manufacturer should emphasize 
such homely virtues as quality, dura- 
bility, comfort, and youthfulness. 


Restful 


Mr. Wright, who revealed that the 
furniture industry has converted an 
adjective into a noun by dropping 
the last five letters of “modernistic,” 
recommended a free hand for furni- 
ture designers and expressed surprise 
that mass production has made com- 
paratively little headway in the fur- 
niture industry, as compared to 
others, 

Mrs. Kirkpatrick, who opened the 
program, said that every lasting fur- 
niture style has been based on some 
episode or event which moved the 
designer deeply. She deduced that 
the late depression will be followed 
by some startling and lasting designs 
calculated to “put a tired world at 
rest.” The present urge is for the 
“refreshment of beauty,” she asserted. 


W. Davol Is Promoted 


Walter Davol has been named as- 
sistant managing executive of Davol 
Rubber Company, Providence, R. I. 
R. D. Berry succeeds Mr. Davol as 
assistant sales manager. 


Furniture Needed 


your own office. 


These Champion pictures are injecting new life into 


60,000 Champion dealers and their personnel, giving 
them a zip they never knew they had. And Champion 
salesmen are enthused as they never were before. 


you select. 


Brown Elected by 
Dallas Ad League 

J. Richard Brown, Brennan-Brown 
Advertising Agency, has been elected 
president of the Dallas Advertising 
League. Vice-presidents are Jordan 
Ownby, First National Bank, and 
Willard Wiegel, Lone Star Gas Com- 
pany. 

The new 
Pierre Fontaine, Janelli 
Service. Directors are Mrs. Mar- 
garet Evans, A. Harris Company; 
Louis Yeidel, Texas Letter Service; 


secretary-treasurer is 
Advertising 


Hugh Cargo, commercial artist; 
Dudley Kennedy, Southwestern Pa- 
per Company; and James T. High- 


tower, Southwestern Engraving Com- 
pany. 


“Sun” Prints Complete 


Report of A. F. A. Clinic 


The New York Sun devoted a full 
page of its June 21 issue to a com- 
plete report of the advertising clinic 
an- 
convention of the Advertising 
Federation of America in New York 


staged in conjunction with the 


nual 


June 20. 


The clinic interviews will shortly 
be published verbatim by A. F. A. 


headquarters. 


N.P. A. Plans Meeting 


The annual meeting the Na 


of 


tional Publishers Association will be 
Inn, 


held Sept. 11-12 at 
Shawnee-on-the-Delaware, 


ssful...” 


Buckwood 
Pa. 


Wouldn't you like to see ‘‘Under Fire,” the innova- 
tion in sound pictures that Mr. DeWitt writes about? 
Ic will take you just 20 minutes—and that right in 


Have your secretary phone or drop us a line and 
the showing will be arranged for any day and hour 


1111 SOUTH BOULEVARD - - - - 


A S 


EDUCATIONAL FILM 


CO. 


OAK PARK, ILL. 


AMOS 'N’ ANDY 
LEAD THE FIELD 
IN RADIO POLL 


‘Radio Guide’ Figures Upset 
Many Theories 


New York, June 28.—A study of 
Radio Guide's national radio poll 
will probably leave advertisers as 


much in the dark as to public taste 
as before the figures were annoynced. 
The simple, unpretentious Amos ’n’ 
Andy took first place among radio 
teams, followed closely by Burns and 


Allen, whose humor is also easily 
assimilated. 

The advertiser who deduces that 
the current taste is for sweetness 


and light, however, 
wrong. The Fleischmann program, 
into which Vallee has introduced a 
decidedly sophisticated note, led the 
Maxwell House Show Boat by a wide 
margin, in spite of the fact that the 
Show Boat regarded by many 
critics as one of the most wholesome 
on the air. 

Radio Guide, which conducted the 
poll, contented itself with the remark 
that the results indicated America’s 
preference for humor. Even this ob- 
servation seems open question. 
Joe Penner took first. place in the 
list of stars, but he was followed by 
Bing Crosby, who has never at- 
tempted to be funny on the air. And 
Baron Munchausen and his friend 
Sharley wound up at the bottom of 
the ladder in their class. 


How They Stood 


will probably be 


1s 


to 


Wayne King is the most popular 
orchestra, with Guy Lombardo sec- 


ond, Ben Bernie third and Rudy Val- 
lee fourth, in spite of the fact that 
the program on which he stars took 
first place. 

The standing of the first ten in 
each division, together with the num- 
ber of votes polled, was as follows: 
Stars—Joe Penner, 93,316; Bing 
Crosby, 74,808; Jack Benny, 29,160; 
Eddie Cantor, 26,653; Rudy Vallee, 
22,785; Lanny Ross, 16,262; Jimmie 
Fidler, 11,313; Frank Parker, 10,020; 
Gertrude Niesen, 9,771; Ben Bernie, 
8.554. 
Programs 
Show Boat, 
born, 41,517; 


85,650: 
San- 

One 
Min- 


Fleischmann, 
50,978; Chase and 
Chevrolet, 28,067; 
Man’s Family, 13,633; Sinclair 
strels, 11,985: Pabst Blue’ Ribbon, 
11.641; Hollywood On the Air, 11,- 
494; Woodbury, 10,866; White Owl, 
10,194. 

Orchestras—-Wayne King, 150.566; 
Guy Lombardo, 62,885; Ben Bernie, 
46,488: Rudy Vallee, 42,195; Fred 
Waring, 26,584; Richard Himber, 
13.449; Jan Garber, 9,405; Glen Gray, 
8.399; Rubinoff, 8,021; Eddie Duchin. 
7,657. 

Teams—Amos and Andy, 105,098; 
Burns and Allen, 103,613; Myrt and 
Marge, 30,179; Mills Brothers, 22,156; 
Benny and Mary, 19.033; Stoopnagle 
and Budd, 15,517: Olsen and John- 
son, 14,317; Gene and Glenn, 13,293; 
Maple City Four (Sinclair Quartet), 
8,820; Baron and Sharlie, 7,346. 


a with Distiller 


A. ¥. 
manager 


Bondurant, sales 


of Arlett, 


formerly 
Inc., New York, 
has been named advertising man- 
ager of Glenmore Distilleries Com- 


SIMPLE STORY 


D.. class - : 


The object om the right is © barrel 
te» made of whine Arkansas ook 
Lasede mis deeply charred 

It cont 87 

Four springy ago 

(During the Graf's first world cruise 
This barrel was billed up 

‘With Old Overbolt rye 

le Brood Ford, Ps 

Where Old Overbolt bes bers wade 


For 126 yeare 


From folk whe value their health 
Bur can't fod om edequately matured rye 
(We mean an Amerwan straight rye) 
Aod wbo remember Old Overboit 
And believe im we 


“QLD OYJEFRUAYO\UTS RAV/ER © 
| ow SEINE AES ; 


PrRooucT oF MATION AL OIiSTiLeens | 


Unusual newspaper copy for Old 

Overholt Rye, stressing the aging 

given the whisky, which is appear- 
ing currently. 


Coal Industry 
Unites Against 


Project of TVA 


Birmingham, Ala., June 28.—The 
National Coal Association has an- 
1iounced its support of a suit insti- 
‘uted in the federal courts of Ala- 
vama by coal operators and _ ice 
manufacturers challenging the legal- 
ity of the Tennessee Valley Author- 
ity power program and seeking an 
injunction to restrain its execution. 

In doing so the association said it 
was “reaffirming the opposition of 
the bituminous coal industry to fur- 


ther multiplication of TVA _ hydro- 
‘lectric power projects.” The suit 
was brought by 23 coal companies 


and 27 ice companies. 

The association announced that its 
directors have adopted resolutions 
assailing the TVA program “as of 
disastrous consequence to the. bitu- 
minous coal industry, and pledging 
the aid of the association in the suit 
against the TVA and the directors 
individually and the Alabama Power 
Company.” 

John D. Battie, executive secretary 
of the association, said: 

“The TVA power development pro- 
gram as it now stands, proposing a 
total of seven hydro-electric projects 


at a cost of from $200,000,000 to 
$300,000,000 immediately and more 


to follow, is a life and death matter 
for the bituminous coal industry in 
the Southern field. 

“We have protested it in behalf 
of the operators. John L. Lewis, of 
the United Mine Workers, has _ pro- 
tested in behalf of the miners. Our 
industry is united and unanimous on 
this issue.” 


Agency Changes Name 


With the withdrawal of Messrs. 


pany, Ine., distiller of Kentucky 
Tavern, Old Thompson, Tom Hardy, 
ete. His headquarters are in Louis- 
ville. 


Hixson and O'Donnell from the firm, 
the Los Angeles advertising agency 
of Hixson-O’Donnell-Seymour will be 
known henceforth as Llewellyn-Sey- 
;mour Company. 


MASS PLAN ADVERTISING. 


HOME-TO-HOME DISTAIBUTION OF ADVERTISING AND SAMPLES 


i 


AST EIGHTH § 


Make Mass Plan Advertising the "backbone" | 
of your cooperative dealer sales promotion | 
campaigns in the Chicago Market. | 
you cannot afford to underestimate the ability 
of this powerful advertising-sales medium to 
profitably increase sales. 
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June 30, 1934 


SOAP BOX DERBY 
TO BE RUN OVER 
DAYTON COURSE 


Motor Company and Dailies 
Stage Unique Event 


Dayton, O., June 28.—A_ three- 
eighths mile stretch of highway on 
the outskirts of Dayton will assume 
national significance to American 
youth Aug. 18-19, when the second 
annual “Soap Box Derby” will be 
run over the bricks of Burkhardt 
hill. 

Originated as a local stunt feature 
last year by Myron E. Scott, Dayton 
Daily News photographer, the event 
attracted 424 entrants and an esti- 
mated total of more than 40,000 spec- 
tators. 

This year more than 40 newspapers 
in cities located from Boston to Los 
Angeles, and from St. Paul to New 
Orleans, are sponsoring local soap 
box derbys, the winners of which 
will have their cars shipped here to 
compete for the world’s championship 
under the auspices of the Daily News 
and the Chevrolet Motor Company. 

Chevrolet dealers in each city are 
furnishing entry blanks, rule books 
and blue prints for the building of 
soap box racers, which are the old 
familiar box and wheel vehicles 
which at some time or other have 
provided transportation for every 
boy and almost every girl. 

Papers cooperating with the Chev- 
rolet Motor Company in staging local 
contests preliminary to the Dayton 
finals inelude: 


Papers Cooperating 


Akron Beacon Journal; Albany 
Times-Union; Atlanta Constitution; 
Baltimore News; Binghamton Press; 
Birmingham Post; Boston Evening 
American; Buffalo Courier-Exrpress; 
Charlotte News; Chattanooga Times; 


Chicago Herald and Examiner; Cin- 
cinnati Times-Star; Cleveland News; 
Columbus Citizen; Davenport Times- 
Democrat; Dayton Daily News; Fort 
Wayne Journal-Gazette; Harrisburg 
Patriot and Evening News; 

Indianapolis Star; Kansas City 
Star; Knogxville News-Sentinel; Mil- 
waukee Sentinel; Montgomery Ad- 
vertiser; Muncie Star; New Orleans 
Item-Tribune; Omaha News- Bee; 
Peoria Journal-Transcript ; Pittsburgh 
Post-Gazette; Richmond News-Lead. 
er; Rochester Times-Union; Rockford 
Morning Star and Register-Republic; 
St. Louis Star-Times; St. Paul Daily 
News; Scranton Republican; Shreve- 
port Times; Springfield Daily News 
and Sun; Syracuse Journal Ameri- 
can; Washington Times; Wichita 
Beacon; Youngstown Telegram. 

It is estimated that 15,000 boys will 
compete in the two divisions—one 
for racers entirely home-constructed 
and driven by boys from six to 15; 
the other for cars built by profes- 
sionals or sponsored by some firm or 
organization and driven by boys 16 
to 18 years old. 


Over 100 Prizes 


For three days prior to the race a 
Soap Box Show will be held in Day 
ton, winding up with a parade of the 
racers on Saturday morning, Aug. 18. 
In the afternoon of that day the 
Ohio state championship race will be 
held, and on the following day the 
All-American Derby will be run off. 

Grandstands are being built on the 
course to accommodate some 30,000 
spectators, with other thousands ac- 
commodated in parking spaces. 

The winner of the race will be 
given a four-year scholarship at any 
state college in the United States, 
and the runner-up will get a three- 
day trip to the world’s fair in Chi- 
cago. The third place winner will 
receive a $100 wristwatch, and 100 
other awards of merchandise and 
trophies will be made. 


Watters with “Times” 


John T. Watters has purchased an 
interest in and will be co-publisher 
of the Mobile Times with T. E. Sharp, 
present publisher. Mr. Watters was 
recently business manager of the 
Youngstown, O., Telegram. 


Plt DARES TO. 


BE DIFFERENT | 


POINT OF 
DIFFERENCE NO. 3 


NEWS -- 
Without Bias 


Without Sensationalism 


In these vital, strenuous times, 
The Christian Science Monitor can 
be depended upon to report the 
significant news reliably, readably, 
discerningly. The Monitor has no 
political or financial ties. Ignoring 
nothing important, it concerns 
itself pre-eminently with the con- 
structive, the forward-looking, the 
hopeful, thereby developing a 
receptive attitude for the study of 
its advertising columns. 


THE 


CHRISTIAN SCIENCE 
MONITOR 


Published by The 


Christian Science Publishing Society 


Boston, Massachusetts 


Branch Offices: New York, Chicago, Detroit, St. Louis, 
Kansas City, San Franciseo, Los Angeles, Seattle, Miami, 
London, Paris, Berlin, Florence, Geneva. 


¥ 


[AN INTERNATIONAL DAILY NEWSPAPER | 


SPALDING DISPLAYS HISTORIC BALLS 


pig GE RNB as 


_ 
\ re 


« 


/ictorious! /@ 


The golf balls actually used in winning the U. S. Open and the British 

Amateur, as well as that used by Tom Creavy in breaking the course 

record at Merion are displayed in this A. G. Spalding & Bros. New 
York store window. 


FIRST FIGURES 
ISSUED IN NEW 
KIND OF CENSUS 


Washington, D. C., June 28.—Re- 
sults of the first census of service 
establishments and places of amuse- 
ment for Montana and Wyoming 
have been released by the Bureau of 
the Census. Advertising agencies are 
classed as service organizations for 
the purpose of this census and it is 
possible that valuable additions to 
the statistics of the advertising field 
will eventually result. 

For the present, however, the Bu- 
reau of the Census is confining its 
attention to totals for each state, 
broken down by counties, without re- 
gard to individual lines of business. 

The 1933 census of service estab- 
lishments and places of amusement 
for Montana indicated the existence 
of 1,973 such businesses, with total 
receipts of $6,691,753. These estab- 
lishments gave employment to an 
average of 1,056 full-time employes, 
666 part-time employes, and 2,185 
proprietors. The total payroll, ex- 
clusive of compensation for proprie- 
tors, aggregated $1,332,995, of which 
$1,134,334 was paid to full-time em- 
ployes. 

The peak in employment for 1933 
was reached in September, which 
showed an improvement of 17 per 
cent, based on the average for the 
year, as compared with the low of 
January. The detailed report shows 
the variation in employment in each 
month. 


How Business Is Classified 


The two initial releases are part 
of a series to be issued for each 
state. The classification ‘service 
establishments” includes places of 
business performing personal serv- 
ices for the public, such as barber 
shops, beauty parlors, shoe shine par- 
lors, laundry agencies, and similar 
businesses. 

It also includes business services 
such as advertising agencies, dental 
laboratories, delivery services, etc., 
and mechanical repair services such 
as locksmiths and gunsmiths, type- 
writer repair shops, bicycle and mo- 
torcycle repair shops, and other 
classes of shops making mechanical 
repairs. 

The census does not include doc- 
tors, lawyers, dentists and others 
performing professional and _ scien- 
tific services. Automobile repair 


shops are treated as retail establish- 
ments and not as service establish- 
ments, since a large portion of this 


business represents the sale of parts. 
All places of amusement serving the 
public for revenue, such as theaters, 
amusement parks, shooting galleries 
and dance halls, are included in the 
survey. 


Better Business 


Paper Promotion 
Material Needed 


Chicago, June 25.—Business pub- 
lishers do not supply either enough 
or the right kind of promotion ma- 
terial to advertising agencies, Walter 
Painter, advertising service manager 
of Power Plant Engineering, told the 
Chicago Business Papers Association 
at its annual meeting today. 

The material they send out is in- 
adequate as to the information which 
it contains, and is likewise below par 
as to appearance. Neither do busi- 
ness publications do enough adver- 
tising in the advertising publications 
to register themselves effectively, Mr. 
Painter said. 

“Agencies would like to use more 
space in business papers than they 
do,” the speaker asserted. ‘Better 
promotion, in the form of more fre- 
quent advertising, more informative 
and better-looking direct mail, and 
more specific responses to requests 
for information, would help to turn 
the tide in the right direction.” 

W. R. Swartwout, Bakers’ Helper, 
was re-elected president of the asso- 
ciation, along with the other officers, 
J. Knight Willy, Hotel Monthly, vice- 
president; K. L. Rice, Power Plant 
Engineering, treasurer, and John H. 
Sweet, Traffic World, secretary. Di- 
rectors chosen were D. J. Hansen, 
Domestic Engineering; E. M. Mur- 
phy, Black Diamond, and S. B. Wil- 
liams, Electrical Contracting. 


Coast Agency Opens 
Branch in New York 


Bowman, Deute, Cummings, Inc., 
San Francisco agency, has opened 
New York offices at 522 Fifth Ave. 
The advertising firm’s other branches 
are located in Los Angeles; Wash- 
ington, D. C., and Sydney, Australia. 

Gifford R. Hart, recently of the 
Columbia Broadcasting System, has 
been appointed manager of the New 
York office. 


Ferriss Given Branch 


Reynolds-Fitzgerald, Inc., publish- 
ers’ representative, has opened a 
new office in the Lloyds Bldg., Seat- 
tle, in charge of Henry R. Ferriss. 


Boat Firm Names Reese 

Dawn Cruisers, Inc., Clason Point, 
New York, has appointed Thomas 
H. Reese & Co., New York. Maga- 
zines and newspapers will be used. 


ADD MEMBER TO 
BLUE RIBBON'S 
FAMILY CIRCLE 


Distribution of Pabstonic 
Under Way 


Chicago, June 28.—With appoint- 
ment of Robert W. Kiewert as gen- 
eral sales manager of the Pabstonic 
Division of the Premier-Pabst Sales 
Company, preliminary arrangements 
for the marketing of this new tonic 
have been completed. 

Marvin Harms, noted for his work 
on Pabst Blue Ribbon malt and beer, 
will direct the advertising of the 
new product, as well as the old. 
Matteson-Fogarty-Jordan Company is 
the agency. 

Pabstonic, described as an ethical 
product incorporating vitamins B 
and G in standardized units, succeeds 
Best’s Malt Tonic and Pabst’s Malt 
Tonic, which during the course of a 
half-century, developed a large vol- 
ume of business throughout’ the 
United States. 

Pabstonic will be sold only through 
drug stores, which are allowed a 
generous margin of profit, amounting 
to 40 per cent on bottles and 3314 per 
cent in cartons of six bottles. The 
retail price will be from 25 to 28 
cents, according to zones. On this 
score, the company’s announcement 
to the trade said: 


Will Select Outlets 


“The Premier-Pabst Sales Com- 
pany intends to sell Pabstonic only 
to those retail druggists who are in- 
terested in keeping the generous 
profit the company provides for each 
sale of its product. 

“In furtherance of this policy, re- 
tail customers will be selected be- 
cause of their belief in this policy. 

“Exercising its legal right, the 
company will not continue to sell 
Pabstonic to those opposed to this 
policy. In every way it legally can, 
the Premier-Pabst Sales Company 
will thus protect the profits of those 
druggists who make their stores 
headquarters for Pabstonic and 
through their earnest effort build a 
volume on Pabstonic.” 

Mr. Kiewert, the new sales man- 
ager, was formerly general sales 
manager of the Dodge Cork Com- 
pany, Lancaster, Pa. He is devoting 
his efforts to securing distribution 
for the new line, which is supported 
with newspaper advertising as soon 
as representative stores stock it 
through the selected distributors. 


Huffman with Beebe 


Edward Huffman, formerly con- 
nected with the photo engraving and 
printing industries, has been ap- 
pointed production manager of the 
Beebe Advertising Agency, Inc., New 
York. 


Regardless of tests, notions, free 
offers and big ideas, advertising 
is used chiefly to sell more mer- 
chandise over the _ counter. 
METRO COMICS delivers the 
punch at the point of. sale. 


Metropolitan 


220 East 42nd Street 


New York 
bune Tower 


Chicago 
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The eplember IO3AL issue o 


THE NATIONAL 


GEOGRAPHIC 
MAGAZINE 


will be the dest 


FLAG AND EMBLEM NUMBER 
Since 1917 


Value for advertising dollars! . . This issue will at once 
become the most comprehensive existing reference on 
this subject .. . It will be seen and studied with fascina- 
tion and interest by more men, women, and children 
than have ever before looked at a single issue of any 
magazine! ... Think what this means to advertisers... 
It means opportunity . . . It means that here is advertising 
space for sale that will have an active reference life of 
ten to twenty years, in over a million good homes and in 
schools and libraries throughout the land... Each copy 
will reach a multiplied audience, an interested audience 


that will respond, immediately and for years to come. 


The Advertising Forms For 


The September Geographic 
Are Open Until July Tenth 


SEPTEMBER, 1934 
Flags of all nations 
Flags of 48 American States 


Flags of the 101 Dominions and dependencies which 
constitute the British Empire 


Flags of the United States Army, Navy and Marine Corps 
International code signals 
Airplane markings 
House flags and funnel markings of the principal steam- 
ship lines 
100 historical flags of America 
With full descriptive text 


An account of the National Geographic Society—United 
States Army Air Corps Stratosphere Flight. 
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Reduced from color plate in National Geographic, October, 1917 


Famous among issues of The National Geo- 

graphic Magazine of the past is the October, 
1917, number, illustrating and describing flags 
and emblems of the world. The entire issue was 
quickly out of print and individual copies have 
since commanded a premium as high as $5. Over 
10,000 copies of a special reprint in book form 
were required to meet the demand of members 
during the following year. This 1917 flag article 
is still widely ia to, despite all the changes 
which flags and emblems have since undergone. 


« » 


New York Office 


30 Rockefeller Plaza 
Telephone Circle 7-4833 


Chicago Office 
919 North Michigan Avenue 
Telephone Superior 8385 


Pacific Coast Representatives 


Blanchard-Nichols, Los Angeles and San Francisco 
W. F. Coleman, Seattle 


NATIONAL GEOGRAPHIC MAGAZINE ¢ Washington, D. C. 
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June 30, 1934 


Permanent Show 
To Tell Story 
Of Photography 


Chicago, June 28.—Chicago is to 


have a permanent museum of pho- 
tography as a result of interest in 
the project awakened by _ photo- 
graphic displays at A Century of 
Progress. The permanent exhibit 
will occupy 15,000 square feet of 
floor space at the science museum 


in Jackson Park, 

Those responsible for the decision 
are: O. T. Kreusser, director of the 
Museum of Science and Industry, 
George Henry High, Century of Prog 
ress trustee, and C. D. Kaufmann, 
president of Kaufmann & Fabry 
Company, and director of the Hall of 
Photography at the fair. 

Mr. High was the moving figure 
in obtaining the International Salon 
for the fair last year. Three hundred 
of the prints shown in that salon 
were presented to the science mu- 
seum. They are now on display at 
the Hall of Photography, and will be 
returned, with much new material, 
to the museum, at the end of the 
fair this year. 

The permanent museum of photog 
raphy will emphasize the importance 


| of that 


art as a tool in industrial 
progress. Historic cameras, early 
motion picture film and other mate- 
rial will be shown, as well as ani- 
mated exhibits explaining the manu 
facture of film and cameras. The 
photographic display in the museum 
will be ready for opening early in 
1935. 

. . 

Liquor Retailers 
Authorize Publication 

National Beverage Authority, Inc., 
New York, has begun publication of 
a monthly magazine, National Bev 
erage Authority, which has been 
designated the official publication of 
the National Retail Beer and Liquor 
Dealers Association, Inc. 

Lewis S. Lauria is president of 
the publishing firm and editor of the 
magazine. John C. Marscher is ad- 
vertising director. 


Munising Appoints 
Advertising of the Munising Paper 
Company, Munising, Mich., maker of 
Caslon bond, Caslon ledger and Cas- 
lon mimeograph bond, has been 
placed with the John H. Dunham 
Company, Chicago. 


Jenssen Leaves Wood 

G. H. Jenssen, for the past 15 
years with Rusling Wood, Inc., New 
York lithographer, as western man- 
ager in charge of the Chicago office, 
has resigned. 


| 


NEW AUDIENCE 
PREDICTED FOR 
TOURIST COPY 


Great Middle Blass on Move, 
Says Expert 


New London, Conn., 
More than a million 
of traceable business was brought 
into New England during 1932 and 
1933 by the recreational advertising 
and publicity campaigns 
by the New England Council, R. C. 
Maddux, secretary of the Council's 
recreational development committee, 
told the Connecticut Hotel Associa- 
tion at its annual meeting here. 

In response to advertisements in 


June 28. 
dollars’ worth 


conducted | 


national magazines and metropolitan | 


newspapers more than 5,000 people 
in 1932 and more than 8,000 in 1933 
informed the Council that they were 


coming to New England for their 
vacations, Mr. Maddux said. These 


people stayed, on the average, more 
than seventeen days, during which 


Commercial Consultants 


Franklin H. Johnson has announced his 
resignation as Publisher of Machine 
Design and the sale of his interest in 
the Johnson Publishing Company to 
the Penton Publishing Company, with 
which it has been affiliated since its in- 
ception. 


He announces, effective July 1, 1934, 


the formation of 


KRANKLIN H. JOHNSON AND ASSOCIATES 


PENTON BUILDING, CLEVELAND, OLLO 


FOLLOWS SUIT 


All Firestone Tires 
Are Now 


DOUBLE GUARANTEED 


For Life Against All Defects 
And For 


12 MONTHS 


Against All Road Hazards « 


To the m Ned ener one Tres tha nes 


Fire prices Commot reman af prevent tow levels 


Fhe meses enderonce 


Firestone 


Most Miles Per Dollar 


With Goodyear announcing a 
year's guarantee on its tires, as 
reported in "Advertising Age" 
last week, Firestone followed suit, 
as indicated by this four-column 
newspaper advertisement, which 
also appeared last week. 


their expenditures totaled 
well over $100. These known results, 
in addition to business which could 
not be traced, were produced by ad- 
vertising expenditures, of approxi- 
mately $50,000 each year. 

“Indications are that 1934 results 
will be far ahead of any previous 
year,” Mr. Maddux declared. ‘“In- 
quiries received at the New England 
Council office are 300 per cent ahead 
of last year at this time. The quality 
of the inquiries also shows a marked 
improvement.” 


average 


Tests Are Helpful 


Preceded by eight years of re- 
search on recreational business in 
New England, the Council campaigns 
are carefully planned to achieve the 
greatest results for the relatively 
small sums of money expended, the 
speaker said. In 1933 and 1934, test 
campaigns were conducted in news- 
papers during February and March, 
so that advertisements of proved 


| pulling power could be used in maga- 
| zines and newspapers in April, May 


| paign 


| efforts, 
| tributed 


| 
| 
| 


| 


| 


and June, 

“A comprehensive publicity cam- 
supported the paid advertis- 
ing,’ Mr. Maddux said. “In addition 
to its own advertising and publicity 
the Council last year dis- 
490,000 pieces of recrea- 


| tional literature on New England. 


“New England savings banks were 
persuaded to include New England 
vacation literature when sending out 
vacation club checks. Insurance 
companies and manufacturers buy 
our booklets and send copies to their 


agents and customers outside New 
England. Customers receive per- 
sonal letters inviting them to visit 


the company’s plant while traveling 
in New England. This year an invi- 
tation to come to New England to 
attend graduation and to spend vaca- 
tions was sent to lists of parents of 
young people graduating from lead- 


jing schools and colleges.” 


New Type of Vacationist 
Other advertisers have co-ordi- 
nated their campaigns with those of 
the Council, in some cases mention- 


}ing the Council in their advertising, 


ithe speaker said. 


|Camps this year. 


In recognition of 
the importance of boys’ and girls’ 
summer camps in this area, the 
Council conducted a special cooper- 
ating campaign with a group of 
A booklet describ- 
ing summer schools in New England 
was published and given wide dis- 
tribution by the Council, which also 


distributes booklets on golf, fishing 


and hunting in New England. 
“Analysis of inquiries received by 
the New England Council indicates 
plainly that the tastes and expecta- 
tions of recreational travelers are 
changing,” Mr. Maddux declared, 
urging that the resort hotels of New 
; England recognize and conform to 


the new conditions. An increasing 
insistence on moderate prices and a 
larger number of young people 
among recreational travelers were 


among the changes he pointed out. 
Asserting that resort hotels must 
meet the competition of summer cot- 
tages by emphasizing their con- 
veniences, he urged the addition of 
cottages to meet the growing de- 
mand among visitors for individual 
quarters with central dining rooms. 

“The majority of money spent for 
accommodations during the next few 
years will be by the so-called two- 
week vacationists,” Mr. Maddux con- 
cluded. “Resort hotels must cater 
to this great middle class by offer- 
ing rates which they can afford to 
pay, comfortable but not pretentious 
accommodations, good food well but 
unpretentiously served, and every 
type of recreational activity, so that 
people on their vacations may be 
doing something all the time.” 


Chevrolet and 
Ford in Clash 
About Engines 


Detroit, Mich., June 28.—The an- 
cient grudge between Ford and Chev- 
rolet again came into the foreground 
this week when the latter made a 
biting retort to a Ford innovation. 
ford recently announced a new en- 
gine replacement service available 
to Ford owners. 

Chevrolet is using posters in 1,600 
cities to tell the motoring public that 
the Chevrolet motor is “so good it 
never needs replacing.” The quoted 
copy, with an enlarged illustration 
of the Chevrolet motor, dominate the 
poster. 

Ford explained the new service in 
a newspaper and trade paper cam- 
paign. When a motor reaches the 
point where it requires considerable 
replacement of worn parts, accord- 
ing to the advertising, it may be re- 
placed with a factory reconditioned 
motor at a stated price—$49.50 for 
the reconditioned V-8’s and $46.50 
for the four cylinder A’s and B’s. 
These figures, the copy said, are far 
below the usual cost of overhauling 
by dealers’ service departments. 

The basis for the new service was 
given as follows: 

“Henry Ford believes that the en- 
gine overhauls should be a factory 


job. For in the Ford factory are 
the men and the machines which 
produced the engines originally. 
Engine overhaul should have the 
same advantages of our precision 
equipment and methods which en- 
gine manufacture had.” 


For C. P. Clark, Inc. 


Kight new accounts have been an- 
nounced by C. P. Clark, Ine., Nash- 
ville, Tenn., agency. They are: 


The Beau-Tips Company, New 
York; Chamber of Commerce, Tu- 
pelo, Miss., Gardi, Ine., New York, 


and National Life & Accident Insur- 
ance Company, operating station 
WSM, Nashville Gas & Heating Com- 
pany, Tennessee Valley Publishing 
Company, and Tom Larned Clothing 
Company, all of Nashville. 


WSM C saduela Survey 


Beginning Monday, June 25, 3,000 
representatives of WSM, the National 
Life and Accident Insurance Com- 
pany station, Nashville, Tenn., will 
start a survey of a million families 
in 21 states to ascertain individual 
program preferences. Results of the 
survey will be made available as soon 
as the study is completed. 


. 
To Study Business 

The Anfenger Advertising Agency, 
St. Louis, has been engaged to study 
the business of the A. B. Green Fire 
Brick Company, Mexico, Mo., prelim- 
inary to making advertising recom- 
mendations, rather than to handle a 
campaign, as implied in a_ recent 
item. 


Knisley Succeeds Hamaker 

Stanley A. Knisley has been named 
sales promotion and advertising man- 
ager of the Republic Steel Corpora- 
tion, Youngstown, O., succeeding L. 
S. Hamaker, who was recently made 


vice-president of the Berger Mfg. 
Company, Canton, a Republie Steel 


affiliate. 


ake cee. cn SS eet ry re SO ae ge a a Re 2 a ae” en eae Sl eS 2 
RS ena y Roa Oe < a Ra mage 7 PI ay 3 ali BN tie ia Leta) = a ss ate =. et gee . eines we ae ‘ . rah Spt : Le 
Ly att oe <i - ot SE ee ae. at. ‘ ‘ Ts 3 ze vy Asya? i shal Bet , a= Pan oN eee = % aor oy eer 
oa AC Be er ee |: wi hoe Is re Prem), 3 eke * aes rks : 3 re ca’ A= ie Fa? ae ear Kio Bi te ae Bee oy SE OR lah Socata, és si SS a A aati at ot, rl 
5 ie See eran se ; iS: ope f Pe Yer he 4 ae a fo goes : , s 9, es hi : Beet oy ae Wt * Teh _ b or, EA ai Chala Fé ‘ een) a By A a Ps ete Teh ae : pe ~ Dees R 
a me is fe * er an -_ % . 7. = i - es her 7% , rs ; : by - . > ‘ - 3s 
eS 3 p 
5 iil ng 14 ee |S ) 
| = | f 
! | es | 
% | | 
CUE | 
| 
| | Po 
| | 
C—C“C;sCCis 
mincance — They ave tamiher with the satatactoom safety and cavetren serece gues by Fuestone 
| He) whch mean more than omy written guarsotens whch ae a 
he bchond them — But to thane whe have sever had the sate UNEQUALLED 
ond satatying experience of dewng on Fuestone twos oe PERFORMANCE 
ore announcing thes sll-imclesine guarentee oe order that RECORDS 
they may be sesered beforehend of he wtetecnee and FIRESTONE 
tatety whch they orl caperemce sterwards MIGH SPEED TmES 
The greatest quarente: of all @ the time-established guar 
woten behond every Frestome ture whch Comer trom the om 7 For Fifteen 
equsiled pertormanc« records of Fuevtome tres The tect 
‘ that every one of the 33 Grwers at the indianapolis $00 Mile eee 
| Sweepstahes chose ond bought Firestone High Speed Tires . 
& : speaks for tect §— Guarantors mean litle te them = They For Seven 
i c sunt have the satiety and protection on tees that actually + ‘ 
- querd thew lives The greatest tore guarantee tor you 16 iii: aenie demain debit sa 
: the extra quality sirengrh watery and dependabeliry belt vane 
Per Ad inte every Firestone tire * For Three 
Call on the Frestome sermce desler oF sermee viore @ your . 
4 | Commenty and equg you car ath Fuestone tes to day . 
‘ * an Get the absolute protection of our guarantee tor twelve 
‘aegriet °* mente squint ol vood hasards for bie agus al dec 4 
5 ee i end ter safety, ecenemy ond grester service through the os Ten nem, ependaony ond 
9 tra quabty belt wmte every Fuestone ture Dow + deter 
; Yoo wil sove money of preeet prices bocoue crake rebter * Were on 
. has advanced 442 per cont and cotton 170 per comt and 2 denned hn Sie ps 
" Pa ho 
27 aes 
vy ews 
ee 
ah ie “a hx 
eee 
wad se oo aS ae ee 
5, Ray ass a te ee 
Paes | 
SED ‘ 
ta } 
a “ | 
ee ie : - 
icy ae 
oe 
Epes Sa) 3 se nee 
erty gas ty 
a acaea 
er see oF 
gata 
ae 
pan oe 
7 ak | 
r ~~ 
ie > 
— 
re | 
Py a3 
L. G Ys 
— 7 
aes 
me es i 
es ae 
ia omy wy | 
aL 
— 
et Bit ey. 
De ee 
sug ae 
sae 
At. oes 
ose 
aeyet pF LE 
eo ie 
areeeiate 
is <i 
ee ae 
re 
oe. 
: Seen | 
eee 
SUE ee ie 
a 
eich er 3 
ey ate 
+ ee 
|) ia 
+ 
m aah ae 
aed | 
ae 
AG 
lanes 
ee: 
ne i 
; Se 
e ie 
wo | Pe 
& id) 
fh lege Bat | 
Jes emia <f ‘ 
Sica 23 e 
es | Eight New Accounts 
hy dea Po 
. Ae Ps 
=— 
a 
Peis a 
: 
a a 
Mig. 
al 
SI Sh 
Be 
mal aaa 
a CP | 
Pree es | 
A 
ms } 
"ee 
ieee ! | 
27am 
ie ae 
Bets aa 
= ‘ 
aa 
. Fi : 
& See 
Aye ae i 
Siege 6! 
+ Sn on | 
a a | 
a 
oy “Re es 
< = fe | 
oS | ' 
Rey 
* eee 
St aoe A 
7g: ala 
a Gl 
tales 
aes 
Riek 
i 
. ee 
2 
i ae 
— 
See 
ae ¥ is 4 
i Bis. a 
~ ___________l 
ee 
>» 
oe 
le ie 
7 ce eet i 
ee Pe ; 
a. 
tr 7 
: ea 
oh 
ES eas 
Et gee Fy 
-. Seas 
i: ee 
ma en 
eet 
Br ttre 
aaa: ees ae 
Be as .- 
it SAE Wie 
ew pe 
hn, te 3 
Pe a aa 
ees, 
nly Cert rn 7 ‘ d 5 cag ° i {- 4 ; ‘ 
na, as ae / aU proye se - se. i iy yee oe o ee . Sr yese omy s ; PES Mgr as (2 > Re md eee Mm aN Ps fe le i pte a as Ras eg eS Ble a oe MRR AE)" Pat diy > 
Soe a eee eh A 8 ori se aime ues La ae a 5 ay 1 eRe. ai i AR RE OLRM AC re Se ei She ae ee a ea EI ony ue Bae ite karo eal ee er trae eens Bante SRM Or Liao TA orem © 3 t AatS Qc 4 31. RRR ak iets oils mc leememeey oe Pelee Se ae RR bea er I ean tale cee 
a a aguas 9 Se Pes Soe ae Pe ee ve ag pe Sea ae ay %, evs Sa Sao Ag aes Peee rain par aes ae Rae cs P pasaieey Panes 5 od ape ieee oe BRN eh nS Ae Pe add Ba PAR ee ERE in hed oe Bee ecm woe 
eA, ) Geman hx aber ed” yiehiok Pg ila aRe ae Te a ae ei e808 te Lae Mite Ree origi ec latinas. ect eheee) TSMR ea: Rn arm te SN ew eee oN aati i Siig tae ac Rane gach es 2S il ee Sa Bo at «eas oe x: Sees Sala ca a ale : oe ae ro hg NE ae 
. ie my x ns Cee 7 ee Sata i te et anys ee a ‘ae Pec “ Pe ae ae 2. Siar i tee a Se Oo a), as, coe Ut et ot Rr a OD ai i Bee ee Le Pa ee * a. x Pvp -" - nF en Sg Niele yvteig Sagi baixar kay eet ee 
tn fre NRE 3 Rat BT ies oe Sees ety wie SS tf % Sie Car gear ee. bee tess. oat me 2 tea iota : Wbaliy 23 » sian aia tianear ale are kage To ere, PROREEH cS eo ei oR ee 9 Tae en oe f 2 Ne Keene ae: Peng ps pe sek ee ey 
Se as ee | BS ae pa sane heey. a age cee eee tes Ha ' y canes a a ies Se Vente he ks owe MR. paeh Pie ae pd ae ape, ee SAR aay frig RPS pie A Te Pe EP eae aA Het psa hs RIN RI eee CS aS aati © 
Roe ey Rs Oe Ee aA pres SRL, OER MR DOE Ns ty gM co Zr Sa AS NY cic ae ainda 5. Sia. | PIS RN ee Ae one yet eee ig Se SS eee tare als. dh RR a ene OR tame een: Nb ime, oR gate) 5 SPS a 


Megumi me Cet. ae eis ni BE eet Pe Be la. 
June 30, 1934 ADVERTISING AGE 


AMERICAN BOY 


circulation guarantee 
increases to 275,000 
on October 1, 1934 
and to 300,000 
1935 


on October Il, 


NEW advertising rates effective with these issues will show reductions in the page 


rate per thousand circulation, as per the following tabulation of black-and-white 


page rates: 


Rate per page 


Rate per page Guarantee per thousand 
At Present | $1500.00 ; 250,000 $6.00 
October, 1934 1600.00 275,000 9.82 
October, 1955 1700.00 300,000 9.67 


THE AMERICAN Boy plans to give substantial excess circulation at all times as 
heretofore. Advertisers who place their orders now will be able to avail them- 
selves of an unusual bargain. Orders 


The YOUTH S| ;. COMPANION Founded 


merican Hoy 


August 1, 1934. DETROIT MICHIGAN 


for space through September, 1935, 


will be accepted at present rates up to 


ie cae 

. 

: 

3 

f 

< 

_ 
‘a 
ane 
ac. 

ir 
7 5a 
ff 

, 4 
wi 

Ee 

oe 

: § 

oo 

a 

A 


bape eA Se ee od et Voge eee: Soe leeee ts od eee ae po Sa 5 SEA ae 7. nt se | tt ie (i ee in Ae oe a ‘tas Se ag Rt Cee bona ; be gt ada iil ce eaenet te Mare NRRES 92 hia Le, a ee err ane as 
BY \ F Se aa een fami : es hs he Oe . ; e. ; , . a 
~ tos Tg da ai eee 
sai ge aa Snel ea a 
i! Pte ied Fs pe: ree bik 84 gm a ale 
Pe a ae = gt 
- 
‘ i 
j 15 
j 
a 
J 
"] 
L us —~ 
SS q : 
er : BU 
BMG, : 
_ | 
cae. 
a nag 
- 
q ae 
BS ¥ 
ee 
re 
. * 
; a 
m =. 
. ieee 
a ~ 
hs 
‘oe 
eet 
= eee 
. ey 
a= Seals 
pt oe 
— 1) ; 
Sa 
iv, Se 
eS 
_ 7s 
‘ 
ae 
. cae 
2 i 
i) a 
cas v4 
ay Ms 
ree j 
Seay x 
ey 4 ~ 
-. $a 
oa. 
4 a 
rr yi 
= 
ar 
i 
oe 
Beg 
a ia ah 
a 
: = Fal 
4 
a 
i. . 
a 
eis 
pa 
e 
Ph 
» 
a 
. Ry oe 
‘ta wg 
a 
ee 2, 4 ve 
vl 7 
Po Foie 
ae 
Po | ; ae 
= — ee oe 
4 sé 3 
. ~ 
Ps 
= 
a 
: Bs 
is 
: Age 
re | 
tr 
é 
- a9 
ee - 
a5 
= 
q 
. 
4 
ng 
‘ 7 
“ag 
ar, 
> . 
« 4 
s oe ¥ 
4 
: cena y(t 
Ope 
ve 
bess, ate 
atte tna 
nhiete, Ps) 
hora orc 
ay ie t 
s : ee > ee 
Ree At ty <r NY At mason 4 Oh nae ie a. ieee oe ; . “get eg ae ye ‘ = Fa f , » f many tf iL oe ? ; : } r Bch z. 
ee es “fe Fist EAS 1, ck sean lees ble age ord Bias > ey aN eae i  aaleet Y ela iy Sebel 3 a PO YS Soe eet a ‘ ge aT ‘ “ Bae igs Tees: Ip Pips eat ey eae eine ees Ce ere- aie 8 z te Beaton gas , eal been lees a WE abe es one 5 { tt a eS UE co , Fes fa : Rs ee 
See aon WF AES pik “ae Canes pe Ci ee he oe ey ly Ree Br pee oe i MEGS acs aa ees Beh oh igh 9 is oe cP Se SES of ie ah coe he ae a Dea te  etee so See as fe a Bet): iecaawenas Si ee Ae ey Dae ead 5 Seer 
hese tg mete is (ae es o apt = fer Ae Nes TUES dias WR be 2 teas She ch eo Pe EF Le INE gS, RS PD rat dip ahora is Ss Samara ame sp tier* Pe ae ee te, en Mae Map Re em ees, ee el ay 9s 
te Pgs Gaede ee aS Se s Phe ae eee i eR Ea eed Ay. eee a A Ye gE so ee eI NC ea 4, SCPE Pee ee TEE tad or gh ST oR gu ew Se eee Maa ghee Ber Ls, 0. Vaan Sa Rok 52 OMI ig Oe 0 RL eS en GR Be CREST AE Sat een Ba) AI ae are Ug thea eda See Rn ys a 


16 


June 30, 1934 


Johnson Sells Interest 
In ‘“‘Machine Design”’ 


The Johnson Publishing Co., Cleve- 
land, has announced the resignation 
of Franklin H. Johnson as publisher 
of Machine Design and the sale of 
his interest in that company to the 
Penton Publishing Company, with 
which it has always been affiliated. 

Mr. Johnson has established a busi- 
ness consulting service and will con- 
tinue to maintain offices in the Pen- 
ton Bidg., Cleveland. 

The business and editorial organi- 
zation of Machine Design continues 
as in the past. J. D. Pease, vice- 
president of the Penton Publishing 
Company, who has been president of 
the Johnson Publishing Co. since its 
formation, will direct the general 
management of the publication. L. 
E. Jermy is editor, H. H. Dreyer, 
Western manager, and J. F. Ahrens, 
Eastern manager. 


ADVERTISING AGE 


Tugwell Warns 
Of New Battle 
For Food Bill 


Washington, D. C., June 27.—That 
failure of Congress to pass the Tug- 
well-Copeland bill or any similar leg- 
islation during the session just 
closed does not by any means end 
the agitation for revision of the ex- 
isting pure food and drugs act was 
made crystal clear this week when 
Prof. Rexford Guy Tugwell, before 
leaving on his western trip, wrote a 
letter to his subordinates in the food 
and drug administration promising 
a new and more intensive drive for 
such legislation next session. 


“The efforts of the administration 
to secure a satisfactory law have not 
yet ended,” Prof. Tugwell wrote. 
“They have only begun. 

“It is a source of great regret to 
me that we have up to now failed 
to secure from the Congress legisla- 
tion redefining the duties of the food 
and drug administration,” his letter 
continued. “It had been my earnest 
hope that this might be done in the 
session which has just closed. It was 
made impossible both by the pressure 
of other business and through the 
opposition of the interests which 
would have been controlled by the 
legislation. 

“I wish to assure all of you, how- 
ever, that the efforts of the adminis- 
tration to secure a satisfactory law 
have not yet ended. They have only 
begun. You will have to work for a 


while longer with the antiquated and 
awkward law now in force. 

“You will do it, I know, with the 
same energy and patience you have 
used in the past. But sooner or later 
we shall have an adequate law under 
which to work in our efforts to pro- 
tect the consumer. I shall work for 
it and so, I am sure, will you, as far 
as is consistent with your obliga- 
tions. This is, therefore, a message 
of regret, but also of hope.” 


Picks Churchill-Hall 


New York Airways, operating 
passenger planes between New York 
and Atlantic City, has appointed 
Churchill-Hall, Ine. New York. 
Newspapers will be used in New 
York and other eastern cities. 
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By Albert L. Warner 
HINGTON, June good 
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ign trade zones 
ag pot aie he waited tOo- 
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a Bo cgjournment late this peor 
With a decide to carry ou 


New Haven tomorrow 
will attend 
s at New 


Bills 


3 Years; 


Tonight 


18.—President 


fiscal year. 


denied federal aid. 


Some details 
of the act 


An outright grant to states of 
$200,000,000 (already allotted) for 


$125,000,000 to be matched by 
states for fiscal year 1936. 


$125.000,.000 to be matched by 
states for fiscal year 1937. 
$24,000,000 for public land roads. 


$10,000,000 for emergency repairs 
to federal aid highways. 

Non-diversion of state gasoline 
and motor vehicle taxes after June 
30, 1935, except at penalty of being 


*k * * KK * * 


Add to this total of $522,000,000 
the $250,000,000 matched by the 
states and some $230,000,000 carry- 


over from last year’s appropriation 
and you have available for highway 
construction during the next three 
years at least a billion dollars 


The best news in many a long 
day for manufacturers of road 
materials and equipment. 


past. 


ment and materials. 
in stabilizing the highway program. 


Lae Best NEWS 
IN MANY A LONG DAY 


for manufacturers 
of road materials 
and equipment 


HE Hayden-Cartwright act with its $522,000,000 
authorization for a three-year highway program is 
most welcome news to the construction industry and to 
the durable goods industries which must supply the equip- 
It is the first step in continuing and 


As the industry approaches a month-in-and-month-out 
schedule of activity manufacturers seeking business in 
this field can therefore now put their selling and adver- 
tising schedules on the same basis and make themselves 
a part of this continuity program. With highway build- 
ing stabilized the time for spasmodic selling effort is now 


Dust off those aggressive selling plans of past years! 
Get them into action at once! 
The momentum of yesterday's advertising lasts only a 
short while, for momentum, as you so well appreciate, is 
the gradual but sure process of coming to a dead stop. 
The power must be turned on again. 
erate—time to forget free wheeling. 


[:ngineering News-Record and Construction Methods, 


ENGINEERING NEWS-RECORD 


McGRAW-HILL PUBLICATIONS - 


Keep them in action! 


It’s time to accel- 


better equipped than ever, are ready to help you re- 
establish your products in the good favor of road builders, 
construction engineers and contractors everywhere. 


CONSTRUCTION METHODS 


330 WEST 42nd STREET, NEW YORK 


CHANGE THEME OF 
WHITE ROCK COPY 


New York, June 28.—Notwith- 
standing the outstanding success of 
the copy theme which has made “the 
alkaline side” a byword, White Rock 
has deemed it wise to shift copy 
emphasis for the summer, at least, 
to exclusive features, and has ap- 
proved a series of 200-line advertise- 


All across the world 
men pay a little more 
to “mix it’ with this 
mineral water from 
the famous springs 
of Waukesha. Wis. 


200-line copy like this is carrying 
the new White Rock quality story 
in metropolitan newspapers. 


ments for New York, Philadelphia, 
Boston and Chicago newspapers. 

While the “alkaline side” copy has 
produced a gratifying increase in 
White Rock sales, it was discovered 
that this type of advertising effort 
was doing an equally good job for 
competitive products. Consequently 
while the new campaign will not 
fail to make some mention of the 
alkaline side, its principal objective 
will be to impress consumers with 
the virtues of White Rock as com- 
pared with the quality of carbonated 
tap water bottled locally. 

The first advertisement went right 
to the point, including a display line 
in the signature space reading, “NOT 
carbonated tap-water!” Another fea- 
ture was the large scale reproduc- 
tion of the White Rock trade-mark 
of a fairy at the spring. 

“This is one of America’s famous 
trade marks and it means pure min- 
eral water from the famous spring 
at Waukeshe, Wis.,” the copy said. 

The White Rock agency, Newell- 
Emmett Company, pointed out that 
the return to the quality theme used 
for so many years would not involve 
resumption of the snobbish appeal 
employed prior to the alkaline side 
copy. Old copy was typified by pic- 
tures of social registrites enjoying 
their White Rock in the privacy of 
their homes and exclusive restau- 
rants, while the new _ treatment 
brings out the point that White 
Rock, despite its quality and slightly 
higher cost, is a necessity for the 
masses. 


Outdoor Men Plan 
Annual Meetings 


The state outdoor association of 
Illinois met at Hotel Fort Armstrong, 
Rock Island, June 26-27. 

The Utah group will meet July 2 
at Bird & Jex Company, Salt Lake 
City, and the Pennsylvania associa- 
tion at Galen Hall, Wernersville, July 
16-17. Outdoor interests in neigh- 
boring states are being invited to 
attend the Pennsylvania meeting. 


Opens N ew Office 


The Prairie Farmer’ Publishing 
Company has opened a New York 
office for Poultry Supply Dealer and 
Seed Merchant at 250 Park Ave., in 
charge of Dan C. Whittemore. The 
telephone is Plaza 38-7370. 


Building Paper Starts 

Industrial Publications, Inec.. pub- 
lisher of three trade papers in the 
building field, has announced that 


Practical Builder, a new publication, 
will be launched shortly. 


| 
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PROGRAM FOR 
PACA 
IS ANNOUNCED 


Expect Large Attendance at BS mae 


Portland 


Portland, Ore., June 28.—Details of 
the program for the convention of 
Pacific Advertising Clubs Associa- 


tion, which will convene here July 
by | 


10-15, were released this week 
Watter W. &. 
May, president of 
the organization, 
and W. J. Hof- 
mann, director |i 
general of the |@ 
convention board. 
In addition to 
the numerous ses- 
sions of the P. A. |— 
C. A., other meet- |%% 
ings to be held |@ 
during the week 
will be those of 
the western divi- 
sion of the Direct 
Mail Advertising Association, 
Pacific Advertising Agencies’ 
ciation, and the Classified 
ing Men's Association. 
Among those who have definitely 


Walter May 


ASSO- 
Advertis- 


MEET 


| ments, 


tures of the city. 


the | 


accepted invitations to address vari- | 


ous sessions of the convention 
General Hugh S. 
Johnson; Freder- 
™\ick Morgan Dav- 
*|enport, Clinton, N. 
"| Y.; Merle Thorpe, 
editor, Nation's 
Business; Edgar 
Kobak, president, 
Advertising 
Federation of 
America, and 
vice-president, Na- 
tional Broadcast- 
ing Company; 
Richard Waldo, 
president, McClure 
Newspaper Syndicate; 


W. J. Hofmann 


are | 


H. F. Barnes, sales promotion | 
manager, General Electric Company; 
James M. Matthews, Babson Insti- 


tute; Prof. Cyril M. Jansky, Jr., pres- 
ident, Institute of Radio Engineers; 
Theodore D. Palmer, national adver- 


tising director, New York Times; 
Herman A. Nater, vice-president, | 
Bank of America; Don E. Gilman, 


vice-president, National Broadcasting 
Company; 


U. S. Senator Frederick W. Stei- 


wer, of Oregon; R. G. Spears, Erpi 
Picture Consultants; George W. 
Kleiser, Foster & Kleiser Company; 


and Dr. Miller McClintock, director, 
Traffic Audit Bureau. 


Convention Keynote 


The keynote of the convention will 
be to show how advertising has 
weathered the storm as to practical 
application and the methods and pol- 


icies, and to emphasis the correct 


methods and policies to be used in 


bringing back prosperity. 
The convention will get ander way 


Tuesday, July 10, with an all-day trip | 


and entertainment feature, followed 
by the officers’ dinner and nomina- 
tions in the evening. 

The first general session will 
held Wednesday morning, to be fol- 
lowed by a luncheon at which one of 
the features of P. A. C. A. 


—will be held. In the afternoon ses- 
sions of the direct mail and moving 
picture departmentals will be held, 
followed by a swimming and dancing 
party in the evening. 


Business Windup 


Thursday morning the newspaper 
and radio departmentals will hold 
forth, and a general session will be 
held at noon. In the afternoon there 
will be sessions of the outdoor ad- 
vertising, club management, and 
graphic arts departmentals. In the 
evening entertainment wil! be fur- 
nished by a unique theater party 

On Friday. morning the retail ad- 
vertising and Better Business Bu- 


be | 


meetings | 
the three-minute speaking contests | 


Company. 


reau departmentals will hold 
sions, followed by a general session | 
at noon and the annual business 
meeting of the association in the 
afternoon. In the evening the or- 
ganization’s formal banquet will be 
held. 

Delegates will wind up the week 
Saturday and Sunday with a round 
of beach parties, dances, golf tourna- 
and other social events at 
rearhart Beach. 


ses- 


Weaver, Murphy, Powers 


Join Griswold-Eshelman 

William Weaver, formerly of Den- | 
tal Laboratory Products Company, | 
has been named manager of the | 
|'media department of the Griswold. | 
Eshleman Company, Cleveland} 
agency. 


Thomas M. Murphy, formerly with 


Company, and Edmond C. 


ment of the Penton Publishing Com- 


Committee Shows Film 

The “Keep Chicago Ahead” com- 
mittee is scheduling showings of a 
sound picture of the 1934 Century of 
Progress and the outstanding fea- 
The picture was 
produced by Atlas Educational Film 


tive department. 

New accounts of the agency are the | 
George C. Harter Bank, Canton, 
using local newspapers, outdoor and | 
direct mail: 
pany, Elyria, using national 
sporting magazines; and _ Lubri-Zol 


Corporation, Cleveland. the 


‘Times’ Opens 
Safety Drive 


Hartford, Conn., June 28.—Almost ident Roosevelt is intensely interested 
simultaneously with President Roose-|in curbing the number of fatalities 
the Erie Lithographing and Printing | Velt’s expression of concern over the | ¢ 
Powers. | rising death toll from motor car acci- | !t 
who was with the editorial depart: | dents, the Hartford Times published +time to come, 

ja full-page advertisement in the in-| 
pany, have joined the agency's crea-|terest of safe driving. 


The innovation attracted so much/for some _ time. 


Worthington Ball Com- was provided in every case, resulting | advertisers 
and/|in a circulation of 300,000 for this| have no direct interest in the sub- 
advertisement in 
Times has an altruistic 


in view, each paper was allowed to 
print the page over its own signature 
and without a credit line. 


The safety theme has been upper- 
In Connecticut most in the thoughts of a few adver- 
| tisers and publishers during the last 

- ;few years and the word that 


Presi- 


}caused by motor cars indicates that 
will be a live subject for some 


| All of the tire companies have 
istressed the subject of safe driving 
Numerous dailies 


| attention that 17 other Connecticut | have conducted editorial crusades for 
|newspapers asked for the mat. 


This | intelligent driving and it is believed 
and publications who 
the state. 


Since | ject will accord it attention in the 


motive |immediate future. 


in this section this year 


This, the first real money that has come into Kentucky under the 
Agricultural Adjustment Act, will undoubtedly have a strong stimulation 


effect on business 


Business conditions in Kentuckiana are already well above the 
national average and alert merchandisers have realized the importance of 


Kentuckiana, the Greater Louisville Market, 
includes practically all of Kentucky and a 
large portion of Southern Indiana. It ts the 
market covered by The Courier-Journal and 
The Louisville Times, the only metropolitan 
newspapers in this section. 


Che 


CULTIVATE THIS 
PROSPERING MARKET! 


The sales potentialities of the Greater Louisville Market have been 
materially increased by the addition of $12.000,000 for rental and 
benefit payment to the $31,000,000 income of the tobacco growers 


Convrier 


reaching this prospering market , 
with their advertising message 4 


_.. And they know that the 7 
Greater Louisville Market can 


be reached and sold effec- 


tively at a single low cost 


through the one medium that | 
gives metropolitan coverage } 
in this section... 


oa 


-Douriwal 


THE LOUISVILLE TIMES 


Major Market Newspapers, Inc. 


Audit Bureau of Circulations 


REPRESENTED NATIONALLY — THE BRANHAM COMPANY 
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HIGHLIGHTS OF 
11 FILMS TOLD 
AT TALKIE MEET 


Discuss Essentials of Sales 
Movies 


New York, June 28.—The varied 
uses of talking motion pictures in 
selling were demonstrated at the 


talking motion picture departmental 
of the convention here last week 
of the Advertising Federation of 
America, when 11 prominent sales 
executives exhibited films they had 


sponsored and explained the _ pic- 
tures’ usages and results. 
Francis Lawton, Jr., president, 


General Business Films, presided at 
the departmental. Those on the pro- 
gram included W. A. Phelps, adver- 
tising manager, Certain-teed Prod- 
ucts Corporation; C. H. Lang, direc- 
tor of publicity, General Electric 
Company; Laurence R. Hills, direc- 
tor of sales training, Rex Cole, Inc.; 
Arthur L. May, traffic manager, 
American Airlines; Leonard Orme- 
rod, Philadelphia Electric Company; 
G. S. Wasser, Eastern Hosiery Mills; 
J. H. Van Diver, Union Carbide and 
Carbon Corporation; L. B. Steele, 
assistant director of sales, Du Pont 
Cellophane Company; Philip V. D. 
Lockwood, advertising manager, 
New York Central Lines; C. A. Ess- 
linger, manager, New York branch, 
Ford Motor Company. 

“Play Day for Plasterers,” a dealer 
promotion production, was exhibited 
by Mr. Phelps, who had just returned 
from a field trip to determine its 
effectiveness first hand. The picture 
was of the photoplay variety, the 
scenes being laid in a supply store 
and on a building job. It had been 
particularly successful in impress- 
ing dealers with the merit of the 
company’s life preserver bag. 

Mr. Lang described the qualities 


a picture must have to be shown 
with booking charge in regular thea- 
ters. He said publicity of the insti- 
tutional type was available through 
this medium at a cost of about one 
cent per person, and called attention 
to the fact that during the past four 
years seven pictures of this kind 
have been run at 40,000 shows before 
14,000,000 people. 


Uses Theaters 


“What Are You Doing Tonight?” 
the production shown by Mr. Hills, 
appeared to be a picture which 
would entertain specialty salesmen, 
as well as instruct them. A feature 
of the talkie was customer contact 
sequences which demonstrated effec- 
tive means for overcoming various 
objections raised by prospects. 

The film shown by Mr. May, which 
pictured a trip from Chicago to New 
York by air, was remarkable for 
beautiful photography. Shown with 
portable projection equipment before 
selected groups of prospects, the pic- 
ture had proved highly effective in 
presenting the advantages of air 
travel to those who had never flown. 

Confining showings strictly to in- 
terested groups, Mr. Ormerod said 
his firm’s cartoon production, “Ready 
Kilowatt in ‘What’s Watt?” was 
being exhibited to 250,000 persons a 
year. The comic character’s humor- 
ous antics introduced real selling 
arguments for electrical household 
appliances in quick succession. 


Produces Much Business 


Mr. Wasser said that great care 
had been taken to determine exactly 
the effect on sales of “Farewell to 
Runs,” a film demonstrating the talk- 
ing points of his company’s hosiery. 
Used at the point of sale, it had pro- 
duced as much as $65,000 worth of 
business in the first three weeks of 
a single booking. 

The picture which is being shown 
continuously at the exhibit of the 
Union Carbide and Carbon Corpora- 
tion at the Chicago Century of Prog- 
ress exposition was exhibited by Mr. 
Van Diver. It consisted of short 
sections demonstrating first one and 
then another feature of alloy steel. 
The sponsor remarked on the fact 
the picture had succeeded in the 
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ad mm Modern 


Packaging has almost 


5,000 subscribers, is gaining new ones at 
the rate of 100 monthly. 


It has an additional controlled circulation of 
4,271 copies, is without question the paper 
in the Packaging Industry where three bil- 
lion dollars is spent annually. 


If you are not yet acquainted with Modern 
Packaging, write for a complimentary copy. 
It may help you see why this is a good 
place to say something about packaging 


to the man who 


MODERN 


427 FOURTH AVENUE - 


SPerxwee 


—ask for one 


has something to sell. 
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HELPS CREATE “LEG-CONSCIOUSNESS" 
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Jean Jordeau, Inc., South Orange, 
suitable for window or inside use to retailers to help merchandise the 


new Zip Treatment Kit. 
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N. Jai is offering this puppet show 


Executed by Edith Flack Ackley, the four 


scenes, with accompanying rhymes, tell of the tribulations of a fuzzy- 
legged little lady. 


objective of interesting passersby 
from nine to 90 years of age. 

Mr. Steele exhibited a slide pic- 
ture with sound presentation which 
he said had been used with success 
by salesmen soliciting manufactur- 
ers for cellophane wrapper business. 

Mr. Esslinger presented the new 
film of the Ford Motor Company, 
“Rhapsody in Steel,” produced for 
exhibition in legitimate’ theaters. 
The picture’s plot was a trip through 
the Ford factories, and there was an 
unusual accompaniment which 
caught the attention of the experts 
present. 


Begin Campaign 
On Tom Collins 


New York, June 28.—A newspaper 
advertising campaign in 19 cities 
was launched during the past week 
by the Tom Collins Corporation, Cin- 
cinnati, on Tom Collins Senior, a 
prepared gin drink sold in 12-ounce 
bottles. In New York a window dis- 
play expert was engaged to assist 
several stores in preparing a display 
of taste that would have a special 
appeal to women, and required dis- 
play material was supplied. 

Cities in three states are included 


on the newspaper schedule. They 
are Athens, Chillicothe, Columbus, 
Hamilton, Mansfield, Sandusky, 


Springfield, Toledo and Cincinnati in 
Ohio; Eau Claire, Madison and Osh- 
kosh in Wisconsin; and Worcester, 
Fitchburg, Framingham, Gardner, 
Leominster, Marlboro and Webster 
in Massachusetts. 

In New York this week a “follow- 
thru” service, said to be a new step 
in retailing liquor, was inaugurated. 
The fact that the prepared drink is 
especially suited to use by ‘“im- 
promptu gatherings” is featured. 

According to Joseph Carl, man- 
ager, United Liquor Stores, Inc., 
Which inaugurated the plan, the 
service consists of keeping a supply 
of prepared drinks, such as Tom Col- 
lins Senior, from which orders are 
delivered immediately by messenger. 

The 12-ounce bottles, sold individ- 
ually or three for $1.25, contain two 
full drinks. All that remains for the 
buyer is to ice the drink. 

“Follow-thru” service, according to 
Mr. Carl, is as important to the re- 
tail liquor store as to the champion- 
ship golfer, for it means swift, direct 
service from point of sale to point 
of consumption. 

Lord & Thomas is in charge of the 
Tom Collins Corporation’s advertis- 
ing. 


Priccina Blected 


Carl W. Priesing, vice-president in 


charge of sales and advertising of 
the Wahl Company, Chicago, has 
been elected a member of the board 
of directors. 


Valve Maker Appoints 

Holden, McKinney & Clark, Inc., 
Detroit, has been named to place 
advertising of Wilecox-Rich Corpora- 
tion, maker of motor valves. 


Maintenance of 
Prices Approved 
By N. Y. Chains 


(Picture on Page 24) 

New York, June 28.—An institu- 
tional window display on price sta- 
bilization featuring the quality of 
nationally advertised drug’ store 
items concluded its run today in 180 
chain drug stores in metropolitan 
New York. 

Created by the display department 
of the Whelan Drug Stores, it was 
accepted and adopted by the Na- 
tional Association of Chain Drug 
Stores as part of its price stabiliza- 
tion program. The point of sale pro- 
motion of manufacturers who ener- 
getically enforce price maintenance 
policies was confined to the metro- 
politan area and no plans were made 
to extend it to other markets, so 
iar as could be learned this week. 

According to executives of the 
Whelan organization, the idea was 
conceived to encourage manufac- 
turers who are working actively 
toward price stabilization. The win- 
dow made a special appeal for their 
products in pointing out that the na- 
tionally advertised merchandise is of 
recognized high quality. 

The display remained in each store 
a week. Its first installation was 
June 18 and the last window was 
expected to be removed today. While 
figures on results were not available, 
Whelan executives were aware of a 
favorable consumer reaction. 

The same merchandise was not 
featured by all the stores, but the 
central quality theme and _ build-up 
of the manufacturer was employed 
by all. Separate compartments ar- 
ranged in several tiers carried the 
brand name and samples of leading 
items and packages for each. Since 
all the chain drug companies do not 
carry the same nationally advertised 
lines, each one individually built up 
the display with those carried. 

Drug store organizations partici- 
pating were Whelan’s, Liggett’s, 
Walgreen's, Nauheim’s and Pennsyl- 
vania Drug Company. 


Join ‘‘Farmer’s Wife’’ 


Henry Chamberlin, 
the Chicago Tribune, and Warren 
Jennings, formerly with Calkins & 
Holden and the American Agricultur- 
ist, have joined the eastern sales 
staff, at New York, of The Farmer's 
Wife. 


formerly with 


“S pectator’s ” New Dress 

The American Spectator, 
York, will discontinue its standard 
newspaper page with the August is- 
sue in favor of a type page 8% by 11 
inches. Space rates are being re- 
duced and two colors will henceforth 
be available to advertisers. 


“Camera” Names Reps 


Arthur H. Hagg & Associates, Chi- 
cago, have been appointed national 


represemtatives of the Boulder, Colo., 
effective July 1. 


Camera, 


New | 


To Raise Rate 
On Macfadden 


Women’s Group 


New York, June 28.—Effective with 
October, 1934, issues, the circulation 
guarantee of Macfadden Women’s 
Group will be increased from 
1,275,000 to 1,500,000 and at the same 
time the black and white page rate 
will be increased from $2,040 to 
$2,400. 

All other space units will increase 
in cost proportionately, with the ex- 
ception of four-color inserts, which 
will remain at $4,600. The basic rate 
per page per thousand will remain 
unchanged at $1.60. 

Advertisers placing contracts for 
definite space and definite insertions 
before July 14 will be entitled to the 
higher guarantee in circulation at 
the present rate of $2,040 per page 
through September, 1935. 


Carolinas, Inc., 


Elects Dr. Morse 


The organization of Carolinas, Inc., 
was completed June 20 with the elec- 
tion of officers. Dr. L. B. Morse, 
Chimney Rock, was named president. 

Three vice-presidents from each 
state were elected: J. E. L. Wade, 
Wilmington; Earle H. Spence, 
Greensboro; Edgar H. Tufts, Ban- 
ners Elk; M. L. McCrae, Charleston; 
John K. De Loach, Camden, and 
Samuel Wolfe, Gaffney. 

Coleman W. Roberts, Charlotte, 
was elected executive vice-president 
and J. Frederick Kistler, Morganton, 
treasurer. K. P. Floyd, Charlotte, is 
acting secretary pending election of 
a permanent secretary. 


Miss Matson to Ayer 


Margaret Matson has joined the 
staff of N. W. Ayer & Son, Ince., 
Philadelphia. She was the organizer 
and director of the Clothes Institute, 
and was formerly editor of Clothes 
and women’s editor of the Boston 
Evening American. 
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For Advertising Men 
NEW RECREATION 


Here’s a tonic that banishes all 
worry about closing dates, mar- 
ket problems. 

First—a quick dash to your 
home at Standish Hall . . re- 
freshing shower. Then to horse 

. along the winding trails in 
Central Park. (Or boating, or a 
brisk walk across the North 
Meadow.) 

Home again for dinner in the 
excellent Standish Hall restau- 
rant. Later, the theatre . . only 
five minutes by subway! 


Reereation & Convenience 
are part of the pleasure of living at 
Standish Hall. Overlooking Manhat- 
tan Square Park, just a few steps 
from Central Park, it has advantages 
of the country plus town-house com- 
forts. Its complete hotel service is 
efficient, yet friendly. 


Apartments 

of 2, 3 or more rooms, conveniently 
arranged. Large closets, smart tiled 
baths. Fully equipped serving pan- 
tries and sunny exposures. are 
thoughtful features. Appointments 
up-tothe-minute; rentals down-to 
earth. 

Available today, a few unfurnished 
apartments on lease .. or newly 
furnished if you prefer. See them 
for yourself—now! 


Slankish Ha ll 


45 WEST 81 S™STREET NEW YORK: 


M. Spark, Manager Arthur Lee Direction 
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ADVERTISING AGE 


New Campaign 
Seeks to Halt 
crater Deaths 


Tokyo, Japan, June 28.—In a new 
advertising campaign designed to en- 
courage travel to the volcano Mt, 
Mihara, on Oshima Island, while dis- 
suading the visitor from suicide, the 
Tokyo Bay Steamship Company an- 
nounced that everyone visiting the 
crater must buy a round trip ticket. 

The volcano, which is four hours 
from Tokyo by steamer, was the 
locale of 875 suicides last year and 
about 125 to the beginning of this 
year’s tourist season. The trip to 
Oshima is comparable in popularity 
to the Catalina trip from Los 
Angeies. 

Posters, newspapers, theater pro- 
grams and hand bills are being em- 
ployed to broadcast the new edict. 
Japanese newspapers did not fail to 
note the significance of the announce- 
ment and as a result accorded it 
many columns of space in their edi- 
torial and news departments. 

Police guards at ticket offices have 
been instructed to question everyone 
seeking to purchase a one-way ticket 
to Oshima. Armed guards at the 
voleano closely scrutinize everyone 
making the laborious ascent to the 
peak. 

An odd angle, however, is that sui- 
cide will be accompanied by less 
physical labor in the future. A syn- 
dicate has been organized to build 
am aerial tram from the harbor to 
the summit three miles away. This 
road will carry the 500,000 sight- 
seers every year, among whom there 
will inevitably be some who have 
decided to risk the great adventure. 


Extend Paper Code Rule 


The code authority of the paper 
distributing trade has been granted 
an extension until Oct. 1 on the sec- 
tion providing that merchandise 
shall not be sold below replacement 
cost to the seller and that the sell- 
ing price should include an allowance 
for actual wages of labor. 


MOVIES 
GET YOUR 
SALES STORY 
ACROSS 


ODAY, motion pictures are 

the most powerful sales 
aid. Now you can use this 
method to give action, interest 
and appeal to your business 
story. Sales films are portable 
—easy to show in any office. 

In business over 20 years, we 
have built successful movies for 
America’s leading industries. 
Consult us. Learn the facts. 
Write or phone for a demonstra- 
tion of movies with successful 
sales records. 


THE PATHESCOPE 


COMPANY OF AMERICA 
smth teszeee 
42nd Street 5-3185 


Photostats 


fast! 


{Vanderbilt 3-3680 
New York UFor All Branches 


Cleveland: Main 9335 


' {State 6013-4 
) State 5980-1 


Chicago 


SEASONAL APPEAL 


wear TASTES GOOD 
is Thue WEATHER 7 
| 0ON'T KNOW WHAT TO 
WAVE FOR Dinwea! 


PINEAPPLE, MY OAR, rncaone! ET 
wt “ave (7 tveRy Oar. ITS 
REFRESHING AND GIVES YOU 
A LOT OF SuMMER EnEROY 


ee 


CANNED HAWAIIAN PINEAPPLE 


Four-column newspaper copy 

stressing the use of canned pine- 

apple for hot weather dishes, 
which is appearing currently. 


NETWORK SALES 
SET MAY RECORD 


Chicago, June 27.—With a total of 
$3,728,481 in time sales by networks 
during the month, May, 1934, proved 
to be the best May in the history of 
radio advertising, exceeding the for- 
mer high mark for May, set in 1932, 
by some $96,000, according to figures 
just released by National Advertising 
Records. 

National Broadcasting Company 
garnered $2,472,594 of the total for 
the record-breaking month, while Co- 
lumbia Broadcasting System’s share 
was $1,255,887. 

For the first five months of 1934 
total time sales of both networks 
were $18,873,353, compared with $13,- 
205,483 for the same period of 1933. 

Pepsodent, never far out of first 
place in radio expenditures, returned 
to the leadership during the month 
with a total expenditure for its vart- 
ous pregrams of $185,582. Others 
spending $50,000 or more for time 
on the networks during the month 
included: 

Bristol-Myers Company, $56,236; 
Colgate - Palmolive-Peet Company, 
$145,452; Ford Dealers, $84,925; Gen- 
eral Foods Corporation, $132,424; 
General Mills, $83,092; Gillette 
Safety Razor Company, $93,814; 
Kraft-Phenix Cheese Corporation, 
$65,910; Lady Esther Company, $86,- 
898; Liggett & Myers Tobacco Com- 
pany, $113,997; Procter & Gamble 
Company, $61,502; R. J. Reynolds 
Tobacco Company, $97,610; Standard 
Brands, Inc., $165,234; Wander Com- 
pany, $55,073; and Wasey Products, 
Inc., $51,857. 


New Advertisers 


New advertisers on the networks 
during the month included Blatz 
Brewing Company; Boyer Chemical 
Company; Cheramy, Inc.; Dwight- 
Edwards Company; Enoz Chemical 
Company; Keep Chicago Ahead Com- 
mittee; Nestle’s Milk Products, Inc. 

Advertisers returning to the net- 
works during May following the 
lapse of a year or more included 
Atlas Brewing Company; Funk & 
Wagnalls Company; B. F. Goodrich 
Rubber Company; Individual Drink- 
ing Cup Company; Pure Oil Com- 
pany; Shell Oil Company, and Stude- 
baker Sales Corporation. 


Giegengack Formally 
Named Public Printer 


Formal announcement of the ap- 
pointment of A. E. Giegengack to the 
office of public printer was made by 
the White House June 27. He suc- 
ceeds George H. Carter, who held the 
office since 1921. 

Mr. Giegengack, who was formerly 
with Devine Press, has been code 
director of the trade typesetting in- 
dustry. During the war he was 
mechanical superintendent of Stars 
and Stripes. 


Names Keelor & Stites 


Rust-Oppenheim, Waegen & Co., 
Inc., New York, importers of wines 
and liquors, have appointed the 
Keelor & Stites Company, Cincinnati, 
as advertising counsel. Magazines, 
newspapers and direct mail will be 
used. 


Shop Talk 


The resolutions of the Advertising Federation of America on the 
subject of advertising regulation, adopted at its convention in New 
York last week, coincided exactly with the recommendations which 
have been urged by ADVERTISING AGE for a long while. The A.F.A., 
like ADVERTISING AGE, stands for self-regulation of advertising, with- 
out governmental intervention, believing that the advertising field is 
fully capable of setting up and operating efficient machinery for the 
elimination of objectionable advertising. And ApbVERTISING AGE 1s 
making predictions that this idea will be put into practical execution 
in the immediate future. Watch our columns for the news! 


AP? #A 


Speaking of advertising regulation, a lot of hasty readers in the 
advertising field believe that all of the advertising publications have 
been “fighting the Tugwell bill.” This is highly inaccurate. The posi- 
tions of the leading advertising publications have not coincided at all. 
ADVERTISING AGE, for instance, has been the only publication which 
has been an out-and-out opponent of government regulation. 


One publication has favored the Tugwell and Copeland bills as 
amended, and another has been strongly in favor of regulation, with 
only a mild demand for amendment of the proposed bills. Still another 
took no editorial position whatever on the subject. We have no doubt 
of the sincerity of all of the journals in the field, but we think it is 1m- 
portant for readers to know just where each has stood in this important 
matter. fda 


And while we’re on the subject we might remind you that ADVER- 
TISING AGE carried the first, and we believe the only story definitely 
forecasting failure of the Copeland-Tugwell bill to pass the last ses- 
sion of Congress. ‘No food and drug legislation will pass this session,” 
our Washington correspondent reported in the April 7 issue—more 
than ten weeks before Congress adjourned! 

aaa 


The improvement in the advertising business is reflected not only 
in large volume in the newspapers and magazines, in the business 
papers, in radio broadcasting, in outdoor advertising and elsewhere, 
but in fatter advertising publications. Practically all the worth while 
journals of advertising are carrying more business, after experiencing 
several lean years. 

P PAA 

May figures, published in this issue, show that ADVERTISING AGE 
is still leading the field in lineage, and we believe that June will show 
still further increases all along the line. It will mark a new high-water 
mark for ADVERTISING AGE, anyway. Our June 16 issue, with 48 
pages, was the largest we have published. 

PA##A 

The conventions of the Association of National Advertisers in 
Chicago June 4-6 and of the Advertising Federation of America in 
New York June 17-20 gave our photographers a chance to do their 
stuff. The issues reporting these meetings included a great many in- 
teresting pictures of leading advertising personages, taken informally 
and developing far more interest and individuality than the usual por- 
trait photos reflect. We are using more pictures all the time, and the 
comments of our readers indicate that they are enjoyed and appreciated. 

PAA 

The ever-watchful eye of ADVERTISING AGE frequently sees things 
which escape the headquarters offices of big national advertisers. For 
instance, as a story in the June 16 issue revealed, Colgate-Palmolive- 
Peet did not know what one of its Southern dealers was up to until 
the information was related by an alert A. A. reporter. He found 
that the retailer was very cleverly advertising on his own account, using 
material sent him by the sales department and intended for trade pro- 
motion purposes only. The advertiser, of course, took steps to pre- 
vent this enterprising notion from being given any further currency. 
We have no ambition to be anybody’s policeman, but still it’s inter- 
esting to know how closely we watch things. 


PA# 

The advertising copy appearing in the advertising press is about 
the best, we believe, of any in the business field. The ads in Apver- 
TISING AGE are always attractive typographically and very readable 
textually. While a number of these are written by their sponsors, oth- 
ers profit from the services of advertising agencies. In fact, we be- 
lieve the list of agencies whose copy, written for themselves or cli- 
ents, appears in ADVERTISING AGE, would include most of the well- 
known names in the agency field. We'll give you their names if you’re 
interested. 
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June 30, 1934 


“Globe-Democrat” Bids | 
Farewell to Park Row 


The New York office of the St. | 
Louis Globe-Democrat, 


July 3, H. Clyde Fisher, eastern man- 
auger, announces. The new offices are 


in the Graybar Bldg. and the tele- 


phone is Murray Hill 4-566. 


Names Van Sant, Dugdale 

Advertising of the Wm. Schluder- 
berg-T. J. Kurdle Company, Balti- 
more, maker of S-K meat products, 
has been placed with Van Sant, Dug- 
dale & Co., Inc., Baltimore. News- 
papers, radio and outdoor will be 
used. 


“ . ” ° 
Home Circle” Appoints 
M. J. Hayes, Chicago, has been 
appointed general advertising repre- 
sentative of Home Circle Magazine, 
published at Winona, Minn. 


AUTOMATIC LETTERS 


Any Quantity—Low Rates 


TANK! 


Send for Free Booklet 
17 Fifth Ave., Pittsburgh, Pa. 


Mail Advertising 
Service 


‘Brass Knuckles”’ 
ATiantic 1290 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK « 310 East 45th St. 
CHICAGO: 210 So. Desplaine St. 


and 34 other cities 
CAB 2 AR SR. 8, A, Ml. A, SE. 


BEST BY COMPARISON 


"“AdJA X= 
PHOTOSTAT 


COPIES 


ome LET US SERVE YOU == 


33 W.ADAMS ST. CHICAGO ) 


ADVERTISING MEN 


bound for 


NEW YORK 


OU’LL have a friendly wel- 

come at the Piccadilly—one 
of New York’s newest hotels— 
a comfortable room and bath 
for as little as $2.50 the day. 
@ Meet your friends in the 
SILVER LINING, Cocktail 
Room. . dance to the rhythmic 
music of the Picadilly Orches- 
tra . . enjoy delicious food in 
the Georgian Room, at moder- 
ate cost. 
@ Business and pleasure choose 
the Piccadilly . . convenient to 
the advertising center, to the 
atres and amusements. . a few 
steps from quick transportation 
to every corner of the towr.. 


HOTEL PICCADILLY 


227 WEST 45TH STREET, NEW YORK 
Now under Arthur Lee Direction 


JESS HSTRIBLING 
"AND ASSOCIATES 


ADVERTISING ART. 
CENTRAL 1590 
225 N. MICHIGAN AVE, CHICAGO 


|same basic methods we 


RESEARCH MEN 


located on | 
Park Row for 40 years, will bring up 
the rear-guard of the parade up-town | 


LEMON VICTORY 


New York, June 28.—Though the 
employed 
in both, popularizing the lemon was 
a more difficult and complicated task 
than that of making the orange an 
indispensable part of the American 
diet. This is one of the points made 
by Paul S. Armstrong, general man- 
ager, California Fruit Growers Ex- 
change, in an article in the current 
issue of “Executives Service Bulle- 
tin,” published by the Metropolitan 
Life Insurance Company. 

“The lemon, a fruit of many uses, 
has no one use requiring it in large 
quantities,” Mr. Armstrong ex- 
plained. “Lemon juice is not used 
alone in large quantities, as is orange 
juice. One lemon makes a glass of 
lemonade. One lemon, or at most 
two, makes a pie. One slice or quar- 
ter of lemon garnishes a fish. 

“In a survey of lemon uses, made 
in an attempt to find new markets 
for this fruit, housewives were asked 
to fill out questionnaires on the use 
of lemons. These questionnaires 
were placed by mail or by women 
canvassers. Their analyzed returns 
showed the lemon growers, among 
other things, that women were 
greatly impressed with the cosmetic 
possibilities of the lemon.” 


Basis for Campaign 


Further research was undertaken 
through beauty shops and cosmeti- 
cians, establishing the fact that 
lemon juice was definitely valuable 
as a hair rinse. This discovery pro- 
vided the basis for a successful ad- 
vertising campaign. 

The ability of lemons, as well as 
oranges, to counteract a condition 
known as “acidosis” provided the 
foundation for another successful 
campaign. A third was based on 
the discovery that two glasses of 
orange juice, when taken daily with 
the juice of one lemon, had made 
remarkable cures of dental troubles 
with a large number of patients. 

The association gave its aid to 
check these results in a 34-year 
study conducted by a leading univer- 
sity with a large group of children. 
This exhaustive research provided 
the advertising department with a 
large amount of information which 
was woven into the campaign being 
used currently. 


Scoltock Appointed 


G. H. Scoltock, Jr., formerly con- 
nected with McGraw-Hill Publishing 
Company and Brewery Age, has been 
named representative of IJndustrial 
Equipment News in western Penn- 
sylvania and New York, with head- 
quarters in Pittsburgh. 


Wagner in Film Field 

Fred F. Wagner, formerly advertis- 
ing manager of the Union Pacific 
System and more recently vice-presi- 
dent of the Dunham-Lesan Company, 
has joined the Chicago office of Castle 
Films. 

McSweeney to Hall 

Edward F. McSweeney, Jr., for- 
merly with Blaker§ Advertising 
Agency, has joined the W. F. Hall 
Printing Company, Chicago, as vice- 
president in charge of sales planning 
and development. 


Typography Code Budget 

The code authority for the adver- 
tising typography industry has made 
application for approval of its budget 
for the period from March 1 to Dee. 
51 on the basis of $6 per $1,000 of 
annual mechanical payroll. 


Brent in New Post 


Robert C. Brent, Jr., has joined 
the New York staff of Theis & 
Simpson Company, Ine., publishers’ 
representative. 


Promotes Demiracle 
United Remedies Company, Chi- 
cago, has added Demiracle, a depila- 
tory, to its line and is planning in- 
tensive promotion on the new item. 


Rochester, N. H., Courier. died June 
22 at the age of 6b. 


Burton Emmett, who retired something more than a year ago from 
N-E, is back from a year in Europe much improved in health. He spent 
most of the time in Baden-Baden, departing at intervals for long trips 
about Europe in search of rare prints and engravings to add to his 
famous collection. He plans to remain in and about New York for the 
summer and will spend much of the time in his old quarters at the 
agency. 


A. W. Erickson is enjoying life these days at the Megantic Fish 
and Game Club and will probably stay there until early in August. The 
club’s grounds are divided by the boundary line between Canada and 
Maine, so members are never quite sure what country they are in. 


Ardath Johnson, WMCA’s lady announcer, is an accomplished 
pianist and vocalist and a niece of Hiram W. Johnson, the Senator 
from California. Dan Loeb, eastern manager of the Brewers’ 
Journal, claims to be the oldest living space salesman. He was 70 June 
26 and was never in better form. 


Joe Swan and the former Jane Montgomery, daughter of the presi- 
dent of Knox Hat Company, returned from their Bermuda honeymoon 
this week. The groom is Knox a. e. at J. Stirling Getchell, Inc. 


Art Director Edward Molyneux’s impulses to boast about the vege- 
tables he grows on his Westport farm are being held in check by re- 
minders from co-workers at N-E that he specializes in truck that is 
easy to raise, like carrots and radishes. 


Leslie Munro, one of the G. Lynn Sumner Company’s smart young 
women, had a lot to do with the success of the advertising clinic at the 
A. F. A. meeting, though her name received no official mention. She 
contributed to the continuity and directed rehearsals. 


Bill Townsend, BBDO art ‘lirector, caught an 18-inch bass with his 
bare hands while swimming last week-end at Devil’s Bend near West- 
port. Fortunately, Bill Gillies, another BBDO art director, was along 
and could and did confirm the yarn, making a point of the fact the fish 
was not only alive but remarkably brawny. 

A month after he started down the path of matrimony, Larry Val- 
enstein, Grey president, is telling all who will listen what a wonderful 
institution it is. His bride is Alice Starr, the interior decorator. . 


Jo Snapp, newly elected chairman of the Council of Women’s Ad- 
vertising Clubs, was the subject of a feature interview in the New York 
Sun last week which accurately reflected her charm, modesty and effi- 
ciency. 

Lester Savadel, of L&T, noted Staten Island philatelist, has passed 
on his most valuable collecting secret. He arranges with mail girls 
at the agency to save stamps for him. 


“Dusty” Miller would have won every prize put up at the BBDO 
golf tournament if there wasn’t a rule against it. Occupying adjoining 
niches in the golfing gallery of the BBDO hall of fame are Frank 
Moore, Harry Payne and Moe Collette. 


Bill Okie, Jesse Ellington and Bill Taylor, aboard the latter’s 
cruiser late last Sunday night in the Sound, staged a rescue in the nick 
of time of a man clinging to a capsized boat. ‘We did it with our 
Eveready flashlight,” the three heroes from Mathes chorused modestly 
when interviewed about the matter. 

Bissell Brook, Brooklyn Eagle advertising solicitor, is also a news- 
paper woman in good standing. She is a feature correspondent for the 
Philadelphia Ledger and conducts a book column for the Eagle. She 
wrote for the Baltimore Sun after graduating from Goucher, and likes 
to keep her hand in. 

Ed McSweeney, who has left the agency business in New York 
flat on its back to take a vice-presidency with W. F. Hall, will be 
missed especially by the Metropolitan Advertising Golf Association, 
as he is a veteran M. A. G. A. member. 

Paul A. Meyers, western representative of Outdoor Life, proved 
that he practices what he preaches by going up to the Lake of the 
Woods in Canada and snaring four lake trout weighing from 12% to 
19 pounds. He brought back their pictures to prove it. 

Franklin H. Johnson, who has just disposed of his interest in 
Machine Design to become a business consultant, has been called 
“Spats” by his friends since he was four years old, so evidently the 
name doesn’t refer to pedal equipment. 

Floyd G. Caskey, of the Washington News, got publicity in his 
own paper recently for the invention of a radio gadget by means of 
which reception can be turned off for a limited time, thus tuning out 
the undesirable parts of programs. 

Power Plant Engineering, Chicago, specializes in treasurers, as 
E. R. Shaw, the publisher, is treasurer of the A. B. C., K. L. Rice, 
circulation department, is treasurer of the Chicago Business Papers 
Association, and Walter Painter, service manager, is treasurer of the 
Dotted Line Club. 

Henry J. Kaufman, Washington advertising agent, says the de- 
pression must be over, as the sixth wedding within a year was re- 
corded this month by the agency personnel. J. S. Parks, pub- 
lisher of the Southwest American, Ft. Smith, Ark., has received the 
honorary degree of LL. D. from the University of Arkansas. 

Michael Fielding, who recentiy returned from a sojourn in the 
South Sea Islands, has been placed in charge of the Studebaker ex- 
hibit at A Century of Progress. One of the little tasks of the re- 
turned prodigal, who was formerly with Roche, Williams & Cunnyng- 
ham, is to give 48 performances daily of the Studebaker movie. 

Harry Ross, head of Ross Federal Service, spent a busy week in 
Chicago last week, attending the annual sales meetings of the M-G-M 
and R-K-O organizations, and conferring with Ford exposition officials 
at A Century of Progress on some work his organization is doing for 
the motor car company. 

Huntington R. Hardwick, who has just joined the Boston staff of 
Doremus & Co., following many years of service with Hayden, Stone 
& Co., brokerage and investment firm, is none other than the famous 
“Tacks” Hardwick, whose feats of skill on Harvard sports fields are 
still related lovingly by local sports enthusiasts. 

Forrest Webster of Cutler-Hammer, Milwaukee, may be addressed 
at Camp McCoy, Sparta, Wis., between July 1 and 15. 
in the 876th Field Artillery. 


He is a captain 


Willard McDuffee Dies | _R. M. White Dies 


Willard McDuffee, publisher of the R. M. White, 


in that city June 27. 


publisher of the 
Mexico, Mo., Ledger. since 1876, died 


Bulletin for 
Retailers Is 
Brewer’s Idea 


New York, June 28.—The first 
issue of a new bulletin for the retail 
trade, supplementing intensive news- 
paper, outdoor and magazine adver- 
tising in the metropolitan area, ap- 
peared during the past week as 
“Foam and Facts,” published by 
F. & M. Schaefer Brewing Company 
and said to be one of the first organs 
of this kind in the brewing industry. 

Subsequent issues will be ‘on tap 
every now and then” with a view to 
establishing and cementing a cordial 
feeling between the brewery and its 
actual and potential customers and 
countering the trade feeling that the 
brewer is linked with wholesalers. 

Approximately 25,000 dealers are 
on the mailing list, including every 
licensee in New York City, which is 
the brewery’s market. The circula- 
tion also embraces hotels, bars, res- 
taurants, grocery stores and other 
places handling bottled or draft beer. 

Behind the bulletin is the thought 
that the brewing business is built 
up largely on personality. Schaefer 
offers the new bulletin as the vehicle 
for exchanging useful ideas. Com- 
ments of R. J. Schaefer, president 
and treasurer, will be high-spotted. 
Editorial material will consist of 
informative facts about beer, its ser- 
vicing and care; news of alcoholic 
beverage control laws; intimate and 
interesting items about the company, 
its product and policy, and other 
news and ideas. 

Batten, Barton, Durstine and Os- 
born handle the brewery’s adver- 
tising. 


Ebbeson in New York 


A. Carleton Ebbeson, for 
years advertising manager of the 
Orange Crush Company and more 
recently assistant general manager 
of Riverview Park, Chicago, has been 
appointed sales manager of Fred- 
eric’s, Inc., New York manufacturer 
of permanent hair-waving equipment. 
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In Qin utes 
That gives you an idea of the 
phenomenal speed of the 
Punched Card Method of tabu- 
lating answers to questionnaires. 
No matter what your problem, 
you can save time and money 
and get more facts per dollar 
by using the International Tabu- 
lating Service Bureau. Expert 
Confi- 
handling. Correct re- 


and complete counsel. 
dential 
sults. Learn about this unique 


service today. 


INTERNATIONAL BUSINESS 
MACHINES CORPORATION 


(Rie = Branch Off 
asiNiSs ’ in all at 


Se Me : : 
‘CHINE? Principal Cities 


General Offices 
270 Broadway 
New York, N. Y. 


We can’t do all the photostat 
work in the world SO 


we just make 
the best of it. 


KAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York }For All Branches 


Cleveland: Main 9335 


{State 6013-4 
) State 5980-1 


Chicago 
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Tip to Golfing Advertising Managers 


The best way to improve your Game and to 
win most of your matches is to “Play against Par” 
all the time. 


The best way to increase your newspaper ad- 
vertising volume is to give your salesmen a reason- 
able quota for each classification each month—for 
your newspaper. 


“Beating the other fellow” is best accomplished 
by making as many classifications “in Par” as pos- 
sible—with an occasional “Birdie”’. 


Media Records provides “Par Figures” for every 
daily newspaper in America. 


Please write us for your copy of “Benefits de- 
rived from setting up Classification Quota in selling 
Newspaper Advertising.” 


MEDIA RECORDS, INC. 


330 West Forty-second Street 
NEW YORK CITY 


NEW YORK CHICAGO COLUMBUS SAN FRANCISCO 
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ADVERTISING AGE 


June 30, 1934 


Classified 
Advertising 


The rate for this department is 40 | 


cents a line (not agate line); mini- 


mum, $2. 


HELP WANTED 


Wanted by national magazine a 
solicitor with some magazine experi- 
ence in the central west. Write giv- 
ing age 
perience and salary expected. 
opportunity for the right man. 
475, ADVERTISING AGE, Chicago. 


Box 


POSITIONS WANTED 

TRADE PAPER ADVERTISING 
MANAGER with exceptional record 
during depression desires to make 
change. Real revenue builder, who 
knows how to focus intensively on 
the saleable accounts and get the 
business. Skilled in mail follow-up, 
routing and handling of salesmen. 
Under 40. Happily married. Univ. 
edu. Moderate salary to start, more 


as earned. Box 474, ADVERTISING 
AGE, Chicago. 
~ WRITER—Alert, analytical, orig- 


inal. Young, ambitious. 
of sound experience. 
tive. Now employed. Wants to put 
enthusiastic, conscientious _ effort 
where it will count. Box 473, Apver- 
TISING AGE, Chicago. 


Five years 
Capable execu- 


BUSINESS OPPORTUNITIES 
ADVERTISING AGENCY 


Recognized, active New York ad- 
vertising agency seeks connection 
with man _ controlling substantial 
business; offers profit-sharing ar- 


rangement or 
investment; 
Box 463, 


partnership; no cash 
replies held confidential. 
ADVERTISING AGE, New York. 


Price Leaves prone 


William R. 
years with 


Price, for the past four 
Atherton & Currier, Inc., 
New York, has resigned to join the 
Letter Guild, New York, conducting 
a direct mail service. 

WSMB Doubles Power 

The Saenger-Maison Blanche radio 
station, WSMB, New Orleans, has re- 
ceived permission to double” the 
power used in broadcasting from 500 
to 1000 watts. 


aie d's ads. 


CONVENTION 
EXWIisit s 


ie 3 7? @ FT 
WINDOW DISPLAYS 


DISPLAYS & 
EXHIBITS 


1160 CHATHAM CT. 
DIVERSEY OI120 
© wic¢ca Ge @ 


Yous 
need this! 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1383 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


jand the consumer. 
of the 


“GO MODERN, 
DE SOTO ADVICE 
IN NEW SERIES 


(Continued from Page 1) 


“the man who prefers a Boeing to a} 
“the 


Lower in Car 542” and to 
woman who can spot a Schiaparelli 


gown five tables away”—the idea to} 
and full details of past ex-|* 
A real | 


Go Modern.” 

Appearing as it has during a radi- 
cally transitional period, officials be- 
lieve that the “Go Modern” angle 
gives DeSoto a powerful appeal to 
the thousands who are interested 
not so much in establishing a prece- 
dent as in maintaining a progressive 
standard. 

If those thousands who are ac- 
tually interested in being modern 
and up-to-date can be reached, 
agency Officials say, the program will 
be a success. 


The initial insertion of the new 
drive was released in the current 
issue of Salurday Evening Post. 


Under the caption “Go Modern This 
Year—Be Modern Next” DeSoto deals 
with the philosophy of being “smart” 

“smart enough to enjoy the good 
things first whether it’s the 
book of the month or the car 
of the year.” The copy makes this 


bold prediction: “Next year (and 
you can take this from us) . most 
cars will look like DeSoto they 


must if they’re going to keep pace | 
|: 


the question for you to decide is 
this . . will you ride luxuriously now 
or later will you buy a car with 
a Future . . or one with a Past. .” 


Other Copy to Follow 


The advertisement includes three 
views of the car, one of which, a 
front view, is taken from a position 
which accentuates the Airflow’s low 
streamline design. 

Following the initial double-page 
spread, single-page insertions will be 
used and artistic layouts, in keeping 
with the copy theme, will supplant 
the pictorial copy which has char- 
acterized DeSoto’s advertising dur- 
ing recent months. According to the 
agency, the schedule is not as yet 
complete but it is understood that 
Collier's will be added in July. 

The “Go Modern” theme will be 
carried out in the newspaper drive 
but from a different angle. In a 
typical advertisement of 800 lines, 
the headline declares, “Conserva- 
tives Say It’s Radical But the 
Mederns Call It Swell!” Copy ad- 
vises the reader that “How Quaint” 
is not a complimentary phrase when 
applied to the modern automobile. 

In support of the magazine and 
newspaper drive, DeSoto is also con- 
ducting a comprehensive direct mail 
program through the dealers. Here 
also stress is placed upon the “Go 
Modern” idea with its accompanying 
comforts and thrills. 


Test Economy 


To stimulate interest 
dealers, H. C. Jamerson, 
director of DeSoto, 
an elaborate demonstrational pro- 
gram, facilitated by the use of mo- 
tion pictures, is now under way. 

In rounding out the campaign, 
DeSoto has also planned a publicity 
program designed to appeal and cap- 
ture the interest of both the dealer 

The initial step 
dealing with the 

new transconti- 


among the 
advertising 
announced that 


program, 
oor of a 
nental A. A. A. economy record, has 
just tok pi i and is about 
ready to be released. 

Under the supervision of the 
American Automobile Association, 
an Airflow DeSoto Sedan completed 
a transcontinental run of 3,019 miles 
at a cost of $31.57, averaging 21.4 
miles to the gallon of gasoline. The 
run, which was sponsored by DeSoto 
Motor Corporation, Socony-Vacuum 
Oil Company, Inc., and Goodyear 
Tire and Rubber Company, was not 
an attempt to break any speed rec- 
ords, according to L. G. Peed, gen- 
eral sales manager of DeSoto. “It 
was a test to demonstrate the small 
cost of a trip across the country in 


| PAUCITY OF COPY 


| 
| 


SUCCESS OF MAIL 
EFFORT DEPENDS 
ON COORDINATION 


Gives Philosophy of Standard 
Oil of Indiana 


Chicago, June 28.—A homely but 
effective example of why much direct 
mail fails was given the Direct Mail 
Advertising Club of Chicago today by 
W. L. Gundlach, of the retail sales 
| department of Standard Oil Company | 
lof Indiana. 
| Mr. Gundlach first presented the 
|ideal tie-up. 
| “When we send out some direct 
/mail on Semdac auto polish,” he ex- | 
|plained, ‘and Mrs. Mary Jones comes 
into the service station to ask about 
|it, we want to be sure that the sales- 
‘man does his part to complete the | 
| sale. We want him to step up to | 
|Mrs. Jones with his brightest smile | 
and say, ‘Good morning, Mrs. Jones. | 
|Here’s that Semdac auto polish I 
| wrote you about. See, here’s the way 
\it works. You put it on like this, ete., 
| etc.” 

, But here is what often happens: 

| “The salesman says, in response 
to her question: 
‘got some around here somewhere. 
Jerry, where’s that Semdac?’ Blooey 
Pictures and a minimum of words | S0es the sale. 
tell the Grape-Nuts Flakes story in | interested, Mrs. Jones isn’t either, 
a new campaign of half pages run- }and so our direct mail is no good.” 
ning in farm and small town pub- Enthusing Sales Staff 


lications. Mr. Gundlach emphasized the fact 
,that Standard Oil of Indiana spends 
a modern Airflow car at a normal las much effort, if not as much money, 
driving speed,” he said. to enthuse its own retail salesmen, 

taimaaeincadiitieds as to get the public to ask for its 


| products. These internal campaigns 
Newton Heads Branch “usually go not only to servicemen, 


Shaw Newton has been appointed | but to their supervisors and to 

manager of the New York office of ‘branch managers. Prizes are usu- 

the Joseph Katz Company. He Was | ally offered to the station doing the 

formerly head of the Shaw-Newton : ; 

Agency and later was connected in|>eSt Selling job and the salesmen 

executive capacities with the New |@nd branch managers are keyed up! 

York office of McCann-Erickson, Inc.,|to a competitive pitch. 

for a number of years. | Making such pungent comments as 
“Nothing cools off quicker than a hot 
| 


[ (6.000000 00 PEOPLE e 

HAVE DISCOVERED / 

Grape-Nuts Flakes. 
HAVE YOU? 


customer,’ Mr. Gundlach said a fes- 

air around a gasoline station 

’aul W. Atwood has joined Lib- ‘ A, 
ns “ ifference betw 

erty, New York, as assistant to the | may make the difference between 
director of marketing and research. |f@tilure and success for a direct mail 
For the past four years he has been | campaign ; 
associated with the headquarters of-| “In one case,” he _ said, 
fice of the Association of National| who had received direct mail visited 


Advertisers, for most of the period as/|the station, looked around, failed to} 
secretary of the research council. 


Atwood with “Liberty” 


| | Nobody 
Knowlson Heads Board 


James S. Knowlson, president and 
general manager of the Speedway 
Mtg. Company, has been elected | 
chairman of the board of directors |its 
of Stewart-Warner Corporation, Chi- 
cago, to fill the vacancy created by 
the death of R. J. Graham. 


. . 

Civic Group Plans Drive 

The Central Rock River Valley 
Association, numbering seven Wis-|0n every pump island to say some- 
consin cities, has been organized to|thing to every customer who drove 
advertise nationally the advantages |in for any purpose whatever. 
of that section of the state. M. O. 
Mouat, Janesville, is president, and 
H. A. von Oven, Beloit, secretary- 
treasurer. 


alarm and went on their way. 
“Another station with the same 
campaign got the biggest crowds in 
history. Why? Because we 
erected banners and signs, put up 
displays of lubricants on the drive- 
ways, so that people could see ‘em, 
ismell ’em, feel "em. We put extra 


| hosts. 


direct mail with selling!” 


_ Cheesemakers Organize 


in charge. 


meeting of the Allied Service Agen- | 
operating 


cies when the group met at the 
Netherland Plaza Hotel, Cincinnati, 
June 23-24. 


Groups Elect Walker Starts Oilzum Drive 
Marvin Walker, Florida Grower, | Beige hing —— Company, 
Tampa, has been elected governor of | '®™: Mass., marketer of : 
the Southeastern Advertising and | starting a campaign for that product 


with Wilbur G. Carlson, 
|advertising campaign. 


| 
| 
| 
| 
| 


Worces- 


me . as il Nov. 16.) £ 
Publicity Conference. Thayer New- vite sate sorsegg ee - = yong br 
. s WS > y € s s ar 
man, Jacksonville, was named vice- Willi, mi ig * A ch soe at naear 
governor. am . is in charg i 


tising. 


7 e | 
With Rogers & Smith | Elias Head WWNC 
W. G. Fisher, formerly vice-presi-| Donald S. Elias, vice-president of 
dent and business manager of Sport-\the Asheville, N. C., Citizen-Times 
ing Goods Journal, has joined the| Company, has become director of sta- 


Rogers and Smith Advertising | tion WWNC, owned and operated by 
Agency, Chicago, as account execu- | the Citizen Broadcasting Company. 
| tive. ‘He succeeds G. O. Shepherd. 


‘Semdac—yes, we've | 


If the salesman isn’t | 


Dailies Hold 
rst Place 
ee Promotion 


Chicago, June 26.—Newspapers, 
| which took the lead in promotional 
freee in the advertising field in 

|April, held first place also in May, 

|it was revealed by a tabulation of 
| advertising lineage in the six gen- 
eral advertising publications for last 
month, released today. 

The newspapers accounted for 
63,938 lines, or 29.3 per cent of the 
| total, while magazine lineage totaled 
61,362, or 28 per cent. The total for 
all classifications was 218,246 lines, 
the largest of the year, although the 
|gain over April was only about four 
‘per cent. 
| Other 
| sented 


classifications were repre- 
in the advertising press as 
\follows: business papers, 19,292 
|lines; radio, 14,756; advertising 
jagencies, 12,936; advertising produc- 
|tion, 11,060; paper, 10,080; outdoor, 
(3,360; signs and displays, 2,618; 
‘farm papers, 1,232. 

The publications whose lineage 
\figures were used in making the 
tabulation were as follows: 


Lines 

| Advertising Age (w.)........ 79,786 
Advertising €& Selling (b.w.). 37,016 

| Printers’ Ink Monthly........ 16,800 
| Printers’ Ink (W.).........-- 43,442 
| Sales Management (b.w.).... 16,926 
ph re ee eee ee 24,276 


Jergens Adds Plant 


The Andrew Jergens Company, 
Cincinnati, is planning a seven-story 
building adjacent to the _ present 
plant which will increase production 
40 per cent. A new boiler plant now 
under construction will be completed 
by October at a cost of about $450,000. 


Bill Restricts Brewers 


Brewers operating in Rhode Island 
will be permitted to sell beer to 
wholesalers only and not directly to 
retailers, if a bill just introduced 
into the state legislature is enacted 
into law. 


“American Business” Starts 


Dartnell Publications, Ine., Chi- 
cago, has started publication of 
American Business, which deals with 
the sales problems of the medium- 
sized company. 


“people | 


|see any excitement and went away. | 
said anything to them and) 
|so they guessed it was all a false | 


;men on the driveways to act as| 
And there was an extra man | 


“That is what we call coordinating | 


Allied Agencies Convene The Wisconsin Cheesemakers’ Pub- | KAPID COPY SERVICE 
Frederic W. Ziv. president of the | |licity Association has opened oftices | {~~ 

: asciggee opps ey hg q | in the Citizens’ Bank Bldg., Kiel, | {Vanderbilt 3-3680 

agency of that name, was host to with C. P. Holway and E. W Robb | new York ) For All Branches 

delegates attending the regional | . ie i ; 


The organization is co- | 


| who is directing the Wisconsin dairy | 


Oilzum, is | 


| Wanta buy a 
Photostat Company? 


There are two good ways to have 
| 45- to 60-minute photostat service, 
and individualized service. One is 
to buy the whole works and move 
it in. The other is to call Rapid 
| . Rapid’s a lot cheaper. 
| Think. Here is a trained person- 
nel that studies your needs and 
| gets things right the first time. 
| And here is an outfit that gives 
you 45- to 60-minute service, from 
the time you call to the moment 
} the finished job is on your desk, 
| Can such service be beaten, or 
even matched ? 


That phone at your elbow 
a little exercise 


give it 
next time photo- 


stats are on your mind! 
| P. S. Phone and ask for Rapid’s 
| handy chart of Photostat Uses, 


| dozens of ways to speed and ease 
work, many things you may not 
know. 


| PHOTOSTATS 


Cleveland: Main 9335 
{State 6013-4 


Chicago) hate 5980-1 


“Pages” f 
that SELLe 


Four pages—one sheet 
of sturdy bond paper 
—covering 11 major 
headings about radio, 
newspapers, farm, 
trade or general maga- 
zines (regional or national) —now help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as ‘‘questionnaires.’’ ¢ ¢ Send for samples today, 
on your letterhead. No obligation to buy. 


ADVERTISING MEDIUM ANALYSIS 
500 Sansome Street San Francisco 


“FOUR PAGES’ 


| Reg. U. S. Pat. Off. 
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ADVERTISING AGE 


GIVES SUCCESS | 
HINTS TO YOUTH 


(Continued from Page 1) 
well by a woman as by a man, 
though he admitted men were likely 
to receive preference because they 
are more permanent. 

He discounted the value of class- 
room work in advertising, suggest- 
ing instead, post-graduate courses 
that involve training in thinking, 
such as work in schools of law or 
business administration where the 
case system is employed. 

“Generally speaking,” he said, “we 
would rather employ a young man or 
woman who has been a first-class re- 
porter, or has worked two or three 
years in selling goods, than a boy or 
girl who has spent the same time in 
writing advertisements or learning 


the specialized vocabulary of our 
business. 
“All businesses are simple. Their 


technique and language can be ac- 
quired in a reasonably short time. But 
knowledge of people and how to in- 
fluence them; judgment, initiative, 
ingenuity and resourcefulness, and 
the capacity to stand the gaff are 
rare qualities and correspondingly 
valuable.” 

Mr. Barton thought the question as 
to whether the advertising field 
would continue to expand as easy for 
his hearers to answer as for him to 
say. In pointing out facts to be con- 
sidered in formulating an answer, he 
called attention to the possibilities of 
widening the scope of advertising 
through support of movements to 
make life better for the masses. 

“Advertising originally was a teller 
of good news, a guide to people in 
more easily and economically satisfy- 
ing their desires,” he said. “Elias 
Howe invented the sewing machine, 
but he could not get women to buy it. 
He lived in poverty while a whole 
generation of women who might have 
had their work made easier by his 
invention lived without its service 
because there was no advertising to 
tell them about it. 


New Needs Cropping Up 


“Modern inventions know no such 
lag. Modern methods of production 
and merchandising tend to standard- 
ization at high quality levels. Today 
any automobile is a good automobile, 
a gallon of any gasoline will make it 
run, a quart of any oil will lubricate 
it. Any cigarette will give a satisfy- 
ing and inexpensive smoke. 

“Perhaps a smaller volume of ad- 
vertising will be required in the fu- 
ture to keep these now well known 
products from being neglected by the 
public. But unless you imagine that 
human progress is finished, that hu- 
man ingenuity is at an end, you must 
believe that there will be a continu- 
ing supply of new inventions and im- 
provements, better and cheaper ways 
to satisfy wants; in other words, 
news, which is the raw material of 
honest advertising.” 

Among the coming uses of adver- 
tising visualized by Mr. Barton were 
the advertising of peace, medical 
service, and such provisions for a 
more abundant life as public libra- 
ries. While the profit motive may 
not inaugurate such undertakings, 
they will show profits in monetary 
and other forms, he said. 


Baltimore Women 
Elect 1934 Officers 


Mrs. Ruth Beneze Garvey has been 
elected president of the Women’s Ad- 
vertising Club of Baltimore. Frances 
Ritter is vice-president. 

Other officers are Marie Pfeiffer, 
corresponding secretary; Mrs. Lily 
E. Duavis, treasurer; Mary Stoy 
Vaughan and Mrs. Beatrice Tucker, 
delegates-at-large. 


Mrs. Cocke Killed 


Mrs. Mary McArthur Cocke, wife 
of Perry Cecke, advertising manager 


of the Gadsden, Ala., Times, was 
killed and their son, Perry, Jr., 
slightly injured in an automobile 


accident June 15. 


Enliven Direct 
Mail Sessions 


New York, June 28.—Norman Kim- 
ball, the Martin Cantine Company, 
addressing the direct mail depart- 
mental of the Advertising Federation 
of America last week, defined the 
five most important ways for na- 
tional advertisers to use direct mail 
as: to coordinate manufacturers’ and 
distributors’ sales forces with con- 
sumer advertising, to train distribu: 
tors’ salesmen in the selling points 
of the product, to build the enthusi- 
asm and good will of distributors’ 


Inform al Talks 


salesmen, to prepare the consumer 
for the salesman’s call, and to main- 
tain a day to day educational con- 
tact with distributors. 
This direct mail plan was projected 
for manufacturers who make varied 
llines sold to general classes of in- 
|dustry through jobber salesmen. 
| But little time was devoted to 
'formal addresses during the all-day 
conference, the plan of the meeting 
calling for short, extemporaneous 
talks by various specialists to intro- 
duce discussion by the audience. At 
the media clinic in the morning the 
following speakers were allowed a 
maximum of ten minutes to tell how 
direct mail could be used to improve 
results from one other medium: 
Newspaper advertising, Leo Mc- 
Givena, New York Daily News; 


magazine advertising, J. L. Badger, 
Badger, Browning and Hersey, Inc.; 
radio advertising, Francis C. Barton, 
N. W. Ayer & Son; outdoor adver- 
tising. Leonard Dreyfuss, United Ad 
vertising Corporation; car advertis- 
ing, Alfred L. Freden, Collier Service 
Corporation. 


“Operating Seminar” 


This feature was followed by the 
“operating seminar,” when _ four 
speakers gave arguments for having 
direct mail prepared by either the 
advertiser, the direct mail agency, 
the general agency, or the printer. 
Those presenting their views on 
these subjects included James Man- 
gan, Mills Novelty Company; L. J. 
Raymond, Dickie-Raymond, Inc.; S. 
A. Harned, Batten, Barton, Durstine 


& Osborn, Inc.; and Laurence B. 
Siegfried, The American Printer. 

Mr. Kimball's talk was delivered 
in the afternoon at the management 
clinic, and a companion address was 
made by John B. Russalo, the John 
Service, Inc., on “How Direct Mail 
Can Be Used by the Retailer.” 

Robert Collier, sales consultant, 
Eric Brandeis, Forbes Magazine, and 
Ruther H. Platt, Platt-Forbes, Inc., 
occupied the platform during the 
“dissecting room” period to answer 
questions relating to the prepara- 
tion, use and testing of direct mail. 

Horace Nahm, Hooven Letters, 
Inc., presided at the morning session 
of the departmental, and J. S. Rob- 
erts, Retail Credit Company, wielded 
the gavel in the afternoon. 


But that’s the 


Hospitaltown is as big as 


Los Angeles! 


Los Angeles is a big city—one well 
worth the attention of all adver- 
tisers interested in serving more 
than a million and a quarter con- 
sumers. But there are just as many 
consumers in Hospitaltown! 

They eat three meals a day, 
they must be sheltered and cared 
for, and they are given medical, 
surgical and nursing service as well. 


only way in which 


they differ materially from the res- 
idents of Los Angeles. 

There are nearly 1,000,000 hos- 
pital beds in this big community, 


and in addition there are hundreds 
of thousands of nurses, employes 
and administrative staff required 
for their care. All of these are reg- 
ular consumers whose wants are 
looked after by the institutions of 
which they are a part. 

If you, Mr. National Advertiser, 


were suddenly to 


that acity as big as Los Angeles had 
been overlooked by your sales and 
advertising departments, you would 
do something about it. We suggest 
that you investigate Hospitaltown 
and do something about it. 


The only publication in the hospital field devoted exclu- 
sively to hospital administration — equipping, supplying 
and running the institutions which make up Hospitaltown 
—is Hospital Management. It is also the only publication 
which is a member both of the A.B.C. and the A. B. P. If 
you would like information about how to cultivate this big 
market, easily and inexpensively, call on this eighteen-year- 
old publication for facts. 


HOSPITAL MANAGEMENT 


Member A.B.C. and A.B.P. 


330 W. 42nd Street 
New York City 


537 S. Dearborn St. 
Chicago 
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ADVERTISING AGE 


June 30, 1934 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


WHEN CURTIS 7 WAS DEDICATED 


| 


President H. H. Kynett of the Poor Richard Club, Philadelphia, 

George Horace Lorimer, president of Curtis Publishing Company, 

and Mme. Suzanne Silvercruys-Farnam, the sculptor, at the unveiling 

of the memorial to Cyrus H. K. Curtis on June 18, the 84th anni- 
versary of his birth. 


$500 PANAMA STEPS UP BUSINESS 


This display of a $500 Panama hat in the Knox store on Fifth Ave., 
New York, moved up interest in and sales of Panama hats 30 days, 
Gilmore Parker, manager, avers. In addition, it created a general 
desire on the part of Knox customers for higher priced headgear. 


CRISP, FRESH CARTON FOR enor 


The decided contrast between the new and old cartons for Parker 
Quink is strikingly illustrated by this photograph. Paul Ressinger 
designed the new package. 


~ NEWSPAPERS RECEIVE AWARDS FOR TYPOGRAPHIC EXCELLENCE 


aM ae ald 


_ 


Representatives of newspapers which received awards in the fourth exhibition of newspaper typography shown in the Ayer Gal- 
leries, Philadelphia, following presentation of the Francis Wayland Ayer Cup to the "New York Herald Tribune” recently. Left 
to right—J. A. Swan, "Des Moines Tribune"; Laurance B. Siegfried, editor, "The American Printer," one of the judges; Charles 
H. Harris, Athens, O., ‘Messenger’; A. Shelby Ochs, "Chattanooga Times’; Lee Ward, Peoria, Ill., ‘Transcript’; George A. 
Auer, "New York Herald Tribune"; Richard Wilson, ‘Des Moines Tribune’; Mrs. Olive G. Buisch, Hornell, N. Y., "Evening 
Tribune-Times"; Wilfred W. Fry, president, N. W. Ayer & Son, Inc.; C. E. Broughton, Sheboygan, Wis., "Press; Mrs. Ogden 
Reid, "New York Herald Tribune’; Harry J. Grant, ‘Milwaukee Journal”; Ogden Reid, ‘New York Herald Tribune"; William 
H. Harrison, ‘Hornell Tribune-Times"; Malcolm H. Ormsbee, Milwaukee Journal" (in rear); John P. Keating, “Milwaukee 
Journal"; Louis G. Buisch, “Hornell Tribune-Times." 


HEADS WOMEN'S GROUP 


SYNTHETIC RUBBER TIRE GETS TRYOUT 


ROM a is Rts 
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Josephine Snapp, Capper Publica- 

tions, Chicago, new vice-president 

of Advertising Federation of Amer- 

ica, in charge of women's adver- 
tising clubs. 


PATCHWORK POSTER 


Even the rubber bathing suit worn by lla Vere Beynon, left, Dayton 

beauty, may soon be replaced by a synthetic substance, Marcella 

Stukey, right, warns her companion as they inspect the new synthetic 

rubber tire produced by Dayton Rubber Manufacturing Company. 

The tire will not be manufactured commercially for the present, it is 
understood. 
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| CHAIN STORES BOOST ADVERTISED GOODS 
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Cloth patches were used to pro- = 

duce the figures on this poster for Designed by the > tigdey doperionent of Whelan Drug Stores, this 

"The Affairs of Cellini," to be re- window display which appeared in 180 metropolitan New York stores 

leased through United Artists Cor- of this and other firms gave special emphasis to products of manu- 
poration shortly. facturers who maintain prices. (Story on Page 18.) 
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